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ABSTRACT

Several researchers have attempted to understand the tourism expenditure patterns from
the traveler’s perspective (Cai, Hong, and Morrision, 1995; Dardis, et al., 1981; Prais and
Houthakker,1971; Sheldon and Mak , 1987; Jang, et al.,2003). However, an examination of the
previous studies indicates that only limited understanding of the traveler’s expenditure patterns
has been provided either because of only anecdotal evidence in the studies, or because of their
failure to examine the impacts of the factors affecting expenditure patterns. This study examined
the effects of socio-demographic, travel-related, and psychographic variables on travel
expenditures. The expenditure patterns included lodging, meals and restaurants, attractions and
festivals, entertainment, shopping, transportation, and total expenditures.
From a theoretical perspective, this study contributes to the body of literature in relation
to travel expenditure by examining the variables under each of the three constructs identified in
predicting travel expenditures. The results of the study provide a more comprehensive and
holistic picture in the search of travel expenditures based on multiple independent variables. This
study found that travel-related variables (i.e. number of adult(s) and length of stay) were the
most influential variables affecting tourism expenditures per person per day.
From a practical standpoint, this study sheds light by providing information about how
the traveler’s characteristic effects travel expenditure patterns and destination marketers may use
this information to better segment their target market, allocate their marketing dollars more
effectively, and tailor their products to compete for tourist’s dollars. Since consumer dollars and
tourism organizations’ marketing budgets are limited, this study may provide information which
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will help tourism marketers to develop better strategic marketing tools to satisfy and fulfill those
tourists’ needs and understand certain reasons behind their spending patterns.
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CHAPTER ONE: INTRODUCTION
In 2003, the U.S. travel industry received more than $554.5 billion from domestic and
international travelers, excluding international passenger fares (Economic Impact of Travel in
U.S., 2003). These travel expenditures, in turn, directly generated more than 7.2 million jobs
with over $158 billion in payroll income for Americans, as well as $94.7 billion tax revenue for
federal, state, and local governments (Economic Impact of Travel in U.S., 2003). The importance
of tourism expenditures has been recognized not only by the tourism industry itself but also by
local governments. Consequently, understanding tourism expenditure patterns has attracted a
great deal of attention both from academic researchers and tourism practitioners.
Several previous travel and tourism marketing industry sources indicated sociodemographic, travel-related, and psychographic variables that impact consumer behavioral and
motivational differences among different segments of the tourism market. However, such studies
are still very limited, and there is a lack of supporting empirical works in the tourism consumer
behavior literature (Lawson, 1991). Because of the discretionary nature of expenditures on
vacation, it is crucial to understand factors affecting such behavior. Understanding the
expenditure patterns and activities of tourists during their visit to a particular destination is a key
issue in the strategic planning of facilities and amenities (Mok and Iverson, 2000).
The tourism literature includes previous studies, which use travel expenditures as the
segmentation variable. Spotts and Mahoney (1991) proposed that travel expenditures for a given
unit of travel activity can vary significantly from one travel party to another. Two types of
travelers who spend a vacation in the same area might spend their money in very different ways
(Mok and Iverson, 2000). For example, one travel party spending a night in a hotel may purchase
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meals, souvenirs, and entertainment as well as a room rental; another may not do any of those
things. Similarly, two parties that each spends a certain number of days in a travel promotion
region may make widely divergent expenditures during their stay (Spotts and Mahoney, 1991).
Therefore, the identification of vacationers’ spending levels is a strategic factor in understanding
tourism expenditures as a whole.
The nature of tourism expenditures is vital and significant. It yields several economic
perspectives for the tourism industry, including marketers, strategic planners, and for travelers
themselves. Therefore, this research was an attempt to identify different factors that affect
tourism expenditures. Specifically, the major selected socio-demographic, travel-related, and
psychographic variables were examined in this study.

Tourism Expenditure
The Tourism organizations at different levels tend to define tourism expenditures in
different ways. Mules (1998) defines the expenditure as a predictor and input to describe the
functioning of the national economy, and to estimate the impacts on such variables as Gross
Domestic Product, employment, and wage income.
Tourism expenditure is defined as “the total consumption expenditure made by a visitor
on behalf of a visitor for and during his/her trip and stay at destination” (United Nations/World
Tourism Organization,1994).
The World Tourism Organization descriptively defines tourism expenditures as “the total
consumption expenditures made by a visitor or on behalf of a visitor for and during his/her trip
and stay at destination.” This definition allows that (a) the consumption of the good and service
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may not necessarily be by the visitor. While in most cases the consumption is by the visitor, in
some cases the consumption is by a friend or relative, as in the case of a gift or souvenir
purchased by the visitor on the trip, (b) the expenditure may not necessarily be undertaken by the
visitor him/herself. In the case of a group, such as a family, expenditures may be undertaken by
one person, such as a parent, on behalf of another, or for a dependent child (World Tourism
Organization, 2001).
This study defines tourism expenditure as total expenses of all individuals in travel party
that may be incurred during the trip from lodging, meals, attractions (if any), entertainment,
shopping (including souvenir), transportation (including gas commuting from residence to
destinations), and total expenditures.

Conceptual Background of the Study
According to Olsen (1995), the hospitality industry is operating in a complex and
dynamic business environment in which an ever-growing number of businesses compete. One
aspect that has significant impacts on the tourism growth is expenditure patterns while traveling.
The World Tourism Organization quoted the importance of tourism expenditures as “ the most
important indicators required by policy makers, planning officials, marketers and researchers for
monitoring and assessing the impact of tourism on the national economy” (Statistics on Tourism
Expenditure, 1993).
Americans are spreading their vacations more evenly throughout the year, thus smoothing
the seasonal variation seen in patterns of travel (Janini, 2003). Once a household or individual
has decided to travel, they have decided, consciously, or unconsciously, how much tourism
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expenditures may be (Eugenio-Martin, 2003). Although households spent the same share of total
expenditures on vacations, they allocated their travel dollars differently. Therefore, this research
examined the different spending patterns of individuals to increase the understanding of the
holistic picture of tourism expenditure patterns and the impact of selected socio-demographic,
travel-related, and psychographic variables on tourism expenditures.

Dependent Variables
The dependent variables were expenditures on lodging, meals and restaurants,
attractions/festivals, entertainment, shopping (other than food), transportation (including gas) and
total expenditures. The total expenditures included the entire travel party expenses counting cash
and credit to Northern Indiana. In the survey, expenditures were categorized into the overall trip
expenditures and expenditures in Northern Indiana. However, this current study utilized
expenditure patterns of travelers per person per day to Northern Indiana as the dependent
variables.
Independent Variables
The independent variables being studied in this study consisted of the socio-demographic
variables including gender, age, marital status, number of children 17 years of age or younger
living in the household, and total annual household income (from all sources) before taxes.
Travel-related variables included number of visiting party (including adults and children),
number of adult(s), number of children, first-time and repeat visitation, length of stay, nature of
the trip, and travel distance. The psychographic variables consisted of traveler personalities,
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what travelers value most while traveling: stability/excitement, self/family, being passive/being
active, learning/dropping out, and following tradition/trying new thing.

Research Objective
The central purpose of this study was to understand the influential determinants affecting
tourism expenditure patterns of travelers and the impact of selected socio-demographic, travelrelated and psychographic variables on tourism expenditures.
Specifically, this current research aimed to provide the meaningful perspectives to answer
the primary research objective:
•

To identify the most influential variables among the selected socio-demographic travelrelated, and psychographic variables affecting tourism expenditures.

Research Significance
With the significant growth in tourism, expenditures on recreation have also increased
and expanded constantly from time to time since travelers find more ways to be exposed to travel
more or to new exciting sightseeing places. Consumer or traveler expenditures directly or
indirectly impact the national economy as a whole and also the local or domestic economy.
Given the magnitude and economic effects of travel spending, much emphasis has been
placed on gathering travel expenditure data. Most of the research has been motivated by the
practical consideration of documenting the economic impacts of tourism (Mok and Iverson,
2000). The present study was an attempt to identify influential determinants affecting tourism
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expenditures by examining three groups of variables (i.e., socio-demographic, travel-related, and
psychographic) and their impacts on travel expenditure patterns.
From the theoretical perspective, this research intended to understand factors affecting
tourism expenditures and the impact of selected tourism determinants on tourism expenditures.
The current body of research literature, in the area of tourism expenditures, would gain further
understanding of tourism expenditure patterns. The expenditure patterns encourage the tourism
marketers to better develop strategic marketing tools to satisfy and fulfill those tourist’s needs
and understand certain reasons behind their spending patterns. The research also hoped to
contribute to the hospitality literature by providing evidence of certain other significant and
influential factors driving tourism expenditures. Conducted in November and December 2001,
Mid-west Travel Survey designed and developed by the National Laboratory for Tourism and
eCommerce at University of Illinois at Urbana - Champaign contained a set of rich and detailed
questionnaires including both open-ended and closed-ended questions with satisfactory numbers
of sample size, several tourism expenditure indicators were examined and investigated.
From a practical standpoint, this research hoped to provide destination marketers
insightful perspectives to improve their destination attractiveness and to provide tourism
products or services worthwhile to tourists. This research may benefit the tourism marketers who
strategically plan to segment the appropriate target groups and to understand factors that
influence tourists’ spending patterns. As the consumer dollars are limited as well as the
organization’s marketing budget, tourism marketers should properly target the right market and
segment the right travelers so that the marketing budget will be appropriately spent.
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Results
This study found that travel-related variables played an important role in explaining
several tourism expenditure patterns more than socio-demographic and psychographic variables.
Though psychograhic variables were found to be significant in certain expenditure patterns, as
past literature indicates that it was likely to explain mental desire or reasons behind travel
activities rather than the spending patterns.

Chapter Summary
With the rapid growth of globalization, the consumer market has been expanding in
different ways. Certain changes from different aspects such as demographic, psychographic,
social and economic changes in the U.S. have impacted certain areas of consumer behavior and
consumer spending patterns, which eventually impacts their expenditure patterns while traveling.
The strength of this study is that it examines the effects of selected socio-demographic,
travel-related, and psychographic variables in predicting travel expenditures. This study was one
of few to examine the comprehensive impacts of the three major selected variables on tourism
expenditure patterns. The findings of this study suggest some important marketing implications
and challenges both to the academic researchers and industry practitioners.
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CHAPTER TWO: THEORETICAL BACKGROUND
The purpose of this chapter is to review relevant and related literature on tourism
expenditure patterns. The discussion is divided into three primary independent variables: sociodemographic, travel-related, and psychographics variables. The chapter summary closes the
chapter.
A previous study by Bryant (1992) noted that among all the possible combinations of
goods available to households, they would choose the combination that makes them better off or
more satisfied. Basically, how households make such choices depends upon three elements in the
model: (1) budget constraints; (2) relative price; and (3) preference. The economic theory of
consumer behavior stated that the demand for a good or service might be expressed as a function
of tastes and preferences, income, and market prices. Consumer expenditures on tourism
products are also affected by tastes and preferences, which may vary from household to
household (Cai, Hong, and Morrison, 1995).
The tourism research literature shows that demographic, socioeconomic and travel trip
characteristics have been influential in predicting vacation choices (Sheldon and Mak,1987).
They presented a model that explained traveler’s choices of independent travel versus package
tours on travel to Hawaii. The results showed that traveler’s decisions were related to specific
demographic, socio-economic and travel trip characteristics. Several previous studies revealed
similar findings that demographic, socioeconomic, and travel-related characteristics all impact
the visitor’s intention to visit and willingness to spend money on vacations (Dardis et al., 1981;
Cai, Hong, and Morrison, 1995; Fish and Waggle, 1996; Agarwal and Yochum, 1999; Jang et
al., 2003).
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Substantial research has been done on the topic of tourism demand, which is the
foundation on which all tourism-related business and policy-making decisions ultimately rest.
However, the determinants of household demand for tourism products and services have rarely
been investigated (Cai, Hong, and Morrision, 1995). Therefore, the literature review for this
study is ordered according to the variables that are being examined in this study. It examines the
previous studies that investigated the market segmentation and consumer demand in travel and
tourism products that relate to their expenditure patterns.
Specifically, the review includes the tourism dependent variable studies relevant to
household expenditures on lodging, meals and restaurants, attractions/festivals, entertainment,
shopping (other than food), transportation (including gas), and total expenditure and its relation
to socio-demographic, tourism-related, and psychographic variables. The independent variables
in this study consisted of: (1) studies relevant to household socio-demographic variables
including gender, age, marital status, number of children 17 years of age or under living in the
household, and total annual household income before taxes, (2) studies relevant to travel-related
variables including number of visiting party, first-time and repeat visitation, length of stay,
nature of trip, and travel distance, and (3) studies relevant to psychographic variables including
twelve travel personality traits that best described their personality, what travelers valued most
while traveling: stability/excitement, self/family, being passing/being active, learning/dropping
out, and following tradition/trying new thing.
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Socio-Demographic Variables
A previous study by Dardis et al., (1981) revealed the factors influencing recreation
expenditures by U.S. households. They cited several empirical studies on household
demographics, social, economics, econometrics, and leisure characteristics which were
categorized into four sets: (1) household disposable income or household total expenditure as
alternative; (2) family life cycle variables including age of household head, marital status, family
size, and gender; (3) a social class variable represented by occupation and education; and (4)
location including geographic region and urbanization. They concluded that socio-demographic
characteristics, such as income, family size, education, and occupation, were important in
describing household recreation expenditure behavior. In this study, the literature review of
selected socio-demographic variables were ordered according to household income, the family
life cycle, age, marital status, social class, and travelers’ sources of information.

Household Income and Expenditure Patterns
From the economic theory of consumer behavior the demand by a single consumer for a
good or service may be expressed as a function of tastes and preferences, income, and market
prices (Dardis et al., 1981). Substantial research has been done on the topic of consumer
demand. The demand theory as applied in tourism suggests the quantity of tourism demanded is
closely related to population, income, prices, consumers’ taste, marketing, other social, cultural,
geographic and political factors (Witt and Witt, 1991). Among these explanatory variables,
income is the single most important determinant of tourism demand (Crouch, 1994)
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In regards to tourism expenditure, a study by Dardis et al. (1981) investigated two
income measures; disposable income and total household expenditure income. The use of total
expenditures has been defended on the basis of the permanent income hypothesis and the fact
that it is a better measure of the household’s permanent income than disposable income which
may fluctuate over a short period of time. Thus, Prais and Houthakker (1971) argue that while
total expenditures may depend in a complicated way on income expectations and the like, the
distribution of expenditures among the various commodities depends only on the level of total
expenditures. Houthakker and Taylor (1970) also concluded that the determination of the
appropriate income measure depended as much on statistical as on theoretical considerations. To
support the literature, Davies and Mangan (1992) suggested an approach to identify how tourism
spending was affected by income by using quantitative estimates of the income/spending
relationship at different levels of income. The authors indicated that a small change of income at
the bottom end of the scale brought a large proportionate change in tourist spending.
According to the 2000 Consumer Expenditure Survey (CES), 58 percent of consumer
units with reported incomes over $50,000 took a trip or vacation in 2000. This was almost double
the share of consumer units with reported income of less than $25,000. With more discretionary
income at their disposal, higher income consumer units would be expected to spend more on
travel and trips than lower income groups. Consumer units in the highest income bracket,
$75,000 or more, significantly outspent those in all other income groups and almost doubled the
average spending on trips and vacations of the next highest income bracket, those reporting
income ranging from $50,000 to $75,000. Not surprising, consumer units with reported incomes
of $75,000 or more accounted for 41 percent of aggregate trip expenditures in 2000, whereas the
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travel expenditure of all of the other reported income groups combined was 53 percent. The
classifications by income are based on complete reporters only, which account for 74 percent of
all of consumer units. Overall, household consumer units reporting incomes of $35,000 or more,
accounted for 76 percent of total travel expenditures, while making up only 35 percent of the
population.
According to the literature, Fish and Waggle (1996) stated that in macroeconomics the
higher income families were clearly expected to have higher trip expenditures than lower income
families. They concluded that family decisions regarding vacation and pleasure travel are based
on their income. They stated that vacation and pleasure travel is certainly considered to be a
luxury which means greater proportional spending on the item by families at higher income
levels. This luxury item definition is realized with the permanent income proxy but not with the
current income. While an average family spent $1,234 on trips in 1990, families in the lowest
earnings quintile averaged spending of only $436 compared with $2,688 for the highest earnings
quintile. Nevertheless, spending on vacation and pleasure trips as a percentage of income before
taxes decreased as income increased. The lowest income group spent 6.1% of their income on
trips compared with 3.4% for the highest income group (Legoherel,1998). This helps explain that
while upper-income families spent more in absolute terms on travel, they spent a lower relative
amount of their total earnings on travel.
Spending on trips as a percentage of total expenditures contrasts sharply with the above
observation using income before taxes as a base. The trip spending percentages increased
monotonically with higher total expenditure levels. Families in the lowest expenditure group
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spend an average of 3.2% of their total expenditures on trips, while familes in the highest
expenditure group paid an average of 5.3% of total expenditure.
To support the literature, Agarwal and Yochum (1999) conducted their study on tourist
spending measuring total party expenditure, party expenditure per day, and expenditure per
person per day in Virginia Beach. The results showed that an increase in visiting party income of
10% will result in a total party spending increase of 0.95%. Even though the increase in spending
percentage is not high, the study supported that income is one of the most important determinants
of tourist spending.
In a study by Cai, Hong, and Morrision (1995) about tourism expenditure, the proposed
model had been focused but the independent variables were expanded and related to tourism
expenditures for each of four tourism product categories (i.e. food, lodging, transportation, and
sightseeing/entertainment) by a household to its disposable income, and other socio-economic
and demographic factors. Besides disposable income, other factors are categorized into three
groups: (1) family life cycle variables, including age and marital status of household head,
number of children under the age of 16, and number adults at the age of 16 and above; (2) social
class variables, including occupation and education of household head; and (3) cultural and
geographical variables, including race of household head, and region and location of residence.
They found that (1) there was a strong relationship between income and each of the four
expenditure categories; (2) demographic factors contribute to explain a household’s tourism
expenditure behavior to varying degrees; for instance, there was a significant relationship
between the number of adults and expenditure of food and lodging while the impact of number
of children is negative on all the expenditure groups, and marital status had a positive influence
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on the tourism products, except for entertainment expenditure; (3) other socioeconomic factors
account for variations of tourism expenditures as well; for instance, the amount of education a
household head had received was positively related to the amount of household expenditures on
all four categories; (4) the differences in tourism expenditure patterns were significant in some
circumstances both between the races. Blacks are found to spend less on some tourism products
than Whites and other races; (5) the significance of independent variables and their impact on
tourism expenditures differ from one category to another. No matter how the tourism industry is
defined, each component was characterized by its unique consumer expenditure pattern.
A recent study by Cai (1998) investigated and analyzed the household food expenditure
patterns on trips and vacations. The results showed that household income had been found to be
a significant and positive factor accounting for variations of household vacation food expenditure
or the demand for food on vacation was income inelastic and affected by the composition of
income sources. A previous study by Cai, Hong, and Morrison (1995) referred to income as the
personal income of all persons in the household less federal, state, and local taxes. Several
previous studies concluded income as positively related with expenditures on tourism products
such as studies by Thompson and Tinsley (1979) and Dardis et al. (1981,1993), on food by
Gieseman and Moulton (1986), and hotels and holidays by Davies and Mangan (1992). In a
study by Dardis, Soberon-Ferrer, and Patro (1994), income was found to be an influencing factor
in explaining variations of household expenditures on entertainment category.
In most recent study, Jang, Bai, Hong, and O’Leary (2003) examined travel expenditure
patterns of Japanese pleasure travelers to the United States by income level. The findings
indicated that the high-income travelers spend significantly more than the others. The results also
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showed that the higher the income, the longer the travelers stay. They also concluded that age
was a significant factor in the high-income group as well with older travelers tending to spend
more. Gender was not found to be an influencing factor in travel spending. High-income earners
tended to be heavier spenders and they tended to use credit cards more frequently, and first-time
travelers spend more in the non-high income group and in the overall sample.
All in all, the results showed that income level is obviously a major contribution factor in
a family’s travel plans. Findings revealed that families with higher income levels tended to take
more trips and spend more per trip than families with lower income levels. Therefore, previous
research findings revealed that there was a significant relationship between traveler’s income and
travel spending.

The Family Life Cycle and Expenditure Patterns
The changes in household composition and shifts in the population have been
accompanied by changing consumer spending behaviors (Jacobs and Shipp, 1990; Kotler, 1995).
Among the items to which household have allocated increasing amounts of their dollars are
recreation and travel-related goods and services (Dardis et al., 1981; Gray, 1992; Jacobs and
Shipp, 1990; Kotler, 1995). The differences in family composition and size have different
influences on demand depending on the good and service in question. Further, a change in
family size or composition alters the family’s preferences for goods and services (Cai, Hong and
Morrison, 1995).
The family life cycle is used to explain variations in travel patterns through life, starting
with single individuals and ending with the death of the last partner. This pattern depends not
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only on age but also on other factors such as marital status, family size, employment status, and
income (Collins and Tisdell, 2002). The pioneers of family life cycle theory were Wells and
Gubar (1966). They divided the family cycle into nine stages: bachelor, newly married, full nest I
(preschool children), full nest II (school-age children), full nest III (older/dependent children),
empty nest I (still working), empty nest II (retired), solitary survivor in labor force, and solitary
survivor retired.
However, the type of family has changed considerably. Currently, Bureau of Labor
Statistics conducted Consumer Expenditure Survey (CES) Anthology, 2003 categorizing
consumers according to different types of family: Husband-and-wife families (including husband
and wife only, husband and wife with children, and other husband-and-wife families), one
parent, own children, single consumers, and other families. Therefore, according to the previous
literature on family life cycle, consumer of traveler’s family life cycle has changed drastically.
Oppermann (1995) also raised the possibility that life cycle patterns may alter in the long term.
He felt that travel destinations varied and thus experiences gathered by the younger generations
of today are different from those of a few generations ago, and as younger generations get older,
they will display different patterns of travel to the older generation of today. In addition,
alterations in any unique characteristics associated with a population cohort will influence future
travel patterns. For example, more comfortable and speedier transport, as well as better health for
older persons, may mean that they retain their ability and motivation to travel for a longer time
(Collins and Tisdell, 2002).
Oppermann’s Travel Life Cycle (1995) considers several of the approaches to the life
cycle concept in tourism studies. Oppermann maintains that family structure changes and
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changes in travel patterns represent unique parameters for each generation. However, other
researchers challenge this cycle approach. Recent work on leisure spending, although
controversial, indicates that senior citizens continue to travel in ways comparable to their travel
in younger years. Theories of aging, such as Atchley’s (1989, 1993), suggest that individuals
tend to sustain consistent patterns of behavior and are not prone to major shifts in likes, dislikes,
and general activities. Research by Searle, Mactavish, and Brayley (1993) showed that patterns
of leisure decision-making were consistent over life spans. Continuers are the term used by the
researchers to refer to people who continue the pattern of leisure they established at an early
stage of adult development when life-styles evolve. In the conclusion to his article “ Patterns of
Tourist Expenditure and Types of Vacation across the Family Life Cycle, Lawson (1991)
comments that the analysis revealed strong and consistent patterns of tourist behavior through
the stages of the life cycle which it is believed are of potential use for marketers in formulating
segmentation strategies.

Age and Expenditure Patterns
A previous study by Rapoport and Rapoport, 1975 revealed that the age factor is
expected to be a major determinant of leisure spending behavior. Statistics from the Consumer
Expenditure Survey (2000) on Travel Expenditures revealed the significant relationship between
age of traveler and their expenditure patterns. In regards to numbers of trips taken, the highest
percentage of trip takers was posted by the group aged 45 to 54 with 38 percent reporting a trip.
The lowest percentage was that of the group aged 65 and older who made up 27 percent. This
group, however, had the highest average expenditures on trips of any of the age groups. It is
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interesting to note that the group consisting mainly of retirees spent an average of 4 percent of its
total average annual expenditures on trips and vacations. This is about twice the share spent by
most of the other age groups. However, the 65-and-older group did not account for the highest
share of aggregate trip expenditures. That distinction went to the group age 35 to 44 who spend
almost as much, followed by the 65-and older group at 19 percent, with the groups ages 25 to 34
and 55 to 64 each accounting for 15 percent. The group age 25 and under spent the least
accounting for only 4 percent of total trip expenditures.
However, in relation to spending volume, recent statistical data from the Consumer
Expenditure Survey (2000) by age revealed that the highest spenders, on average, were age 65
and older, while the lowest were under the age of 25. The youngest group did not spend much,
on average, on trips, but did have a relatively high percentage of trip takers. By comparison, the
group age 65 and older had the lowest percentage of trip takers, but spent the most money on
average trips. When expenditure shares were compared with population shares, the age groups
older than 35 had similar overall travel expenditures and habits. The group 35 and under had far
lower expenditure shares compared with their population shares. Even though single consumer
units made up 43 percent of the population, they accounted for just 22 percent of aggregate
expenditures. By contrast, husband-and-wife consumer units and single consumer units
accounted for 40 percent of the population, but 58 percent of aggregate expenditures.

Gender and Expenditure Patterns
Spending patterns of men and women vary in different ways. According to the literature,
several studies found gender not significant in tourism expenditure since much travel and
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tourism behavior is group (especially family) and not individual in nature thus sex is probably
not such an important segmentation variable for the tourism industry as for many other products
Lawson (1994).
However, men and women may travel with different purposes. Walters (1988) concluded
from a U.S. study that even though men still dominate the business travel market, the same is not
true for the leisure market, with women taking as many and sometimes even more holidays than
men (Collins and Tisdell, 2002). Furthermore, preferences for travel experiences differ by
gender. Men traditionally seek action and adventure and are not scared of taking risks, while
women are more likely to be searching for cultural and educational experiences with security
being a priority (Mieczkowski, 1990). For example, a man is more likely to travel abroad to
watch a sporting event or to travel to Southeast Asia for “sex tourism” (Hall, 1992, 1994).
In contrast, a woman is more likely to travel on a package tour or visit a destination for
shopping or to visit friends and relatives (VFR)( McGehee, Loker-Murphy, and Uysal, 1996).
Studies by Dardis et al. (1981) and Cai, Hong, and Morrison (1995) revealed that the marital
status of the household head was found to be a significant factor in tourism expenditure behavior.
Marshment (1997) claimed that unlike markets for so many other goods and services
(clothes, cosmetics, magazines and so on), the holiday market is not constructed along gender
lines. Nevertheless, the proportion of single-person households rose from 17% in 1970 to more
than 24% in 1992, while that of married couples with children younger than 18 declined from
50% to 37%. The size of household was smaller, with 2.6 persons in 1990 as compared to 3.14
twenty years earlier. The proportion of households maintained by women rose from 10.6% to
16.5% (Cai,1998).
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Marital Status and Expenditure Patterns
Statistics from the Consumer Expenditure Survey (CES) 2000 reported the composition
of the consumer unit consisting of husband-and wife-only consumer units, husband and wives
with children younger than 17, single-persons, and one-parent consumer units. Forty-two percent
of husband-and-wife-only consumer units reported taking a trip compared with 20 percent of
single-person units. Thirty-six percent of the husband-and-wife consumer units with children
under 17 reported taking a trip, as did 24 percent of one-parent consumer units. Even though
single consumer units made up 43 percent of the population, they accounted for just 22 percent
of aggregate expenditures. By contrast, husband-and-wife consumer units accounted for 40
percent of the population, but made over half (58 percent) of aggregate trip expenditures in 2000.

Social Class and Expenditure Patterns
Occupation and education were used to represent social class. Dardis et al. (1981) stated
that education enhances many types of recreation activities such as foreign travel and tours. In
addition, education may provide training and preparation for some types of recreation activities.
The impact of education on broadening one’s perspective towards leisure pursuits has been noted
by Burdge (1969).
The household head’s level of education is ranked into different groups representing no
education, elementary, high school without diploma, high school graduate, and college with no
degree, college graduate, and more than 4 years of college education. Cai, Hong, and Morrison
(1995) concluded that the amount of education a household head received is expected to have a
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positive relationship with the expenditures on all four-product categories. Another study by Cai
(1999) also supported a positive relationship between level of education and lodging
expenditure. The relationship between occupation of the head of household and all expenditure
categories is still uncertain, even though it is expected that white-collar professionals would be
likely to spend more while traveling in general (Cai, Hong, and Morrison, 1995). A previous
study by Burdege (1969), cited in Dardis et al. (1981) noted that expenditures on recreation are
likely to increase with the level of occupational prestige.
Dardis et al. (1981) concluded that social class has a significant impact on recreation
expenditures. Education is positively related to recreation expenditures while there are no
definite trends with respect to occupation. The findings from Cai (1998) also indicated that the
amount of vacation food spending rose as the household’s education level increased, and it was
positively related to home ownership and marriage. Food spending decreased as the number of
children increased, but was not affected by number of adults. The household’s age affected the
amount of spending, and time-constraint factors had no adverse impact on the amount spent. In
addition, seasonality was present and substantial.
Previous demand studies usually reported expenditure differences between Caucasians
and African Americans. It is possible that because of the growing proportions of Asians,
Hispanics, and other ethnic people in the U.S. population, they have become more expressive in
their own cultural identities and in such characteristics as consumption behaviors. Previous
studies by Craig (1972), and Dardis et at. (1981), found that whites are likely to spend more on
tourism expenditure than other races. However, a more recent study by Agarwal and Yochum
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(1999) found that overnight visitors spend about the same regardless of their race while the most
important determinant of tourist spending is visitor income.

Travel-related Variables
Some tourism research found that travel-related variables are also important in
accounting for travel expenditures (Jang et al., 2003). According to previous studies, the travelrelated characteristic is one of the most influential variables affecting tourism expenditure
patterns. Several travel-related characteristics are discussed in this current study including:
number of party size, first-time and repeat visitation, duration of stay, travel purpose such as
business-related trip or visiting friends and relatives (VFR) travel, and travel distance.

Number of Party Size and Expenditure Patterns
The findings by Dardis, Soberon-Ferrer, and Patro (1994) indicated that the number of
adults had a significant impact on recreation expenditures. Later study by Hsieh, Lang, and
O’Leary (1997) found that travel-related characteristics often contributed to an explanation of
total expenditures more than socio-demographic variables for the foreign travel market. By
studying four foreign travel markets to Canada including France, Germany, Japan, and the
United Kingdom, the study suggested that travel party is one of the most important factors
positively affecting the level of travel expenditure and that the number of children in the travel
party has a negative impact on the expenditure for French and German travelers. However, no
significant variables were found in the Japanese model.
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The number of children is expected to have a negative impact on food expenditures
according to Smallwood (1981), whereas the number of adults in a household had a positive
impact on food expenditures (Giesemand and Moulton 1986). A study by Cai et al. (1995)
suggested the number of children in their study may reflect the time constraints of the parent
taking care of the children. Trips could be fewer or shorter because of school schedules or
childcare demands. In the worst scenario, people could not take trips since children are too
young and they have to fully take care of the children at home. Therefore, the family with more
children appeared to need larger or more rooms, more food and also spent more on
transportation, even though it did not show a significant difference. A study by Legoherel (1998)
also found that the presence of children in the group did not seem to be linked with the level of
expenditure. However, the variable “presence of children” is strongly correlated to the variable
size. The groups of three or more individuals that included children spent significantly less than
childless couples.
On the other hand, Jang et al. (2003) revealed that the numbers of adults in the travel
party was not an important factor to explain variances in the three travel expenditure models. In
addition, the number of children had a positive relationship with level of expenditures but did not
have a significant impact on travel spending.

First-time and Repeat Visitation and Expenditure Patterns
In the marketing literature, but also the tourism literature, repeat purchase and/or
visitation often is taunted as something to be desired (Oppermann, 2000). The reduced costs of
marketing to the repeat consumers have been repeatedly given as a reason (e.g., Haywood, 1989;
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Rosenberg and Czepiel, 1983). In addition, the earning potential of reducing consumer attrition
has been mentioned (e.g., Reicheld and Sasser, 1990). Obviously, from an operator or destination
perspective, repeat visitation has been intuitively used as an indicator of the positive perception
of the product in question, with repeat purchase indicating a positive attitude. Along with this
positive attitude comes a positive word-of-mouth effect, which should not be underestimated,
considering that friends and relatives (and previous-own experience) regularly constitute if not
the most then one of the most often-sought information sources and equally also one considered
to be the most reliable (Oppermann, 2000). Yet, interestingly enough, very few studies have
specifically inquired into the repeat visitation phenomenon and the first-time travelers and the
relationships between their expenditure patterns. The difference in spending allocation of each
sector of both first-time and repeat visitors would enable the tourism industry to balance the
tourism economy of scale to attract new visitors while maintaining the existing ones.
Therefore, the relationships between first-time and repeat visitors and their expenditure
during the trips would be interesting to study and taken into consideration since both groups
constitute the two types of tourist who may visit a destination. Both first-time and repeat
travelers play a fundamental role in the overall well-being and success of a destination. It is for
this reason that, collectively, destination professionals strive to achieve a balance between firsttime and repeat visitation (Oppermann, 1997).
Woodside and Lysonski’s (1989) model of traveler destination choice specifically
included previous destination experience in the variables that influence a traveler’s destination
awareness and destination preferences. Hence, previous experience, in addition to some other
demo-socioeconomic variables (i.e., life cycle, income, age, lifestyle, value system) had a dual
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influence on the destination choice process. Woodside and Lysonski (1989) also specifically
hypothesized that previous travel to a destination relates positively to inclusion of the destination
in a consumer’s consideration set versus other mental categories (inert, inept and unavailable
sets) of vacation destinations.
According to the literature, first-time visitors represent new consumers who are
discovering a destination for the first time. An undersupply of new visitors is usually an
indication of destination in decline. Prospective first-time visitors may choose to visit or avoid
destinations for a variety of reasons that have little to do with the actual quality of experiences
available. Repeat visitors, on the other hand, represent a stabilizing influence for most
destinations (Oppermann, 2000). These tourists are used to the destination and satisfied with the
experiences offered. In addition, the repeat visitors provide and support a stable income source
that enables businesses and destinations to invest in new market development or local
employment. Most importantly, by reducing marketing costs, which often reach multimillions
for many national tourism organizations by generating repeat business, would be substantially
lower than those of attracting new clientele (Pacific Asia Travel Association, 1997). In addition,
the expected positive word of mouth generated by satisfied customers (those who come back
obviously must have been happy with the previous purchase) would serve as a further marketing
incentive (Oppermann, 1998).
Despite the importance of the repeat-visitor segments and the heavy reliance of many
attractions and tourist destinations on it, comparatively little research has been conducted on this
topic (Gitelson and Crompton, 1984; Reid and Reid, 1993). However, a number of studies have
recently discussed the importance of previous experience with destination and activity decision
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making and/or differences between first-time and repeat vacationers (i.e., Gyte and Phelps, 1989;
Mazursky, 1989; Opperman, 1997; Watson, Roggenbuck, and William, 1991). Most of these
stress the differences between the first-time and repeat visitors although not all variables differed
significantly (Oppermann, 1998). These studies also suggested that previous customer
experience leads to a much more diversified and detailed demand for information and level of
awareness. None of these studies, however, actually looked into the issue of how multiple repeat
visits and the length of time between successive visits affects the tourist’s behavior and their
spending patterns. Moreover, it remains unclear as to exactly why people undertake repeat visits
and why they spend money differently from the first time they visited.
From an economic point of view, repeat visitors not only represent a stable source of
tourist revenue, they also act as information channels that informally link networks of friends,
relatives, and other potential travelers to a destination. If satisfied with the quality of service they
receive, they would effectively use word-of-mouth communication to promote destination
awareness and encourage prospective travelers to become visitors to a destination (Reid and
Reid, 1993). Moreover, they are more easily accessible than first-time visitors in terms of direct
marketing approach or record retaining. This knowledge permits supplier or intermediaries to
precisely target the repeat segment and solicit direct responses to promotions (Reid and Reid,
1993).
Oppermann (1996) examined the travel expenditure patterns of repeat versus first-time
visitors to Rotorua, New Zealand. The results revealed that repeat visitors are much more
concentrated in fewer locations and exhibit a different spending pattern. Repeat visitors have
lower per day expenditures than first-time visitors. He also argued that expenditure patterns for

26

both groups across the different travel goods and services do not vary significantly, whereas the
first-time visitors tend to spend more on souvenirs than repeat visitors. Furthermore, it showed
that the first-time visitors were visiting many more attractions within the destination area and not
only the best-known sites.

Length of Stay and Expenditure Patterns
Agarwal and Yochum (1999) conducted the survey data on overnight visitors at Virginia
Beach during the summer of 1997. The finding reported that duration of stay was found to be a
significant determinant of visitors’ expenditures. Also, the longer the respondents stayed, the
more they spent more on total expenditures. Jang et al. (2003) revealed that the number of nights
staying in the United States was found to be a positive and significant effect on the purchase
level of travel goods and services for all models tested. This may be because travelers who stay
longer have to use hotel rooms more often, have more meals, and use more transportation
services.
In addition, according to previous research, Jang, Yu, and Pearson (2003) examined
socio-demographic, trip-related characteristic and travel behaviors of the Chinese outbound
tourists to the U.S. The findings revealed that the duration of stay had a relationship with nature
of trip. Nature of trip varied according to visiting family and friends, business, etc. Business
travelers spent more money by staying in lodging facilities, with an average stay of 19 nights in
the US, whereas the VFR travelers spent less money by living with their relatives for an average
of two and a half months.
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Travel Purpose and Expenditure Patterns
This study investigates the determinants of the tourist expenditure patterns at the
household level on vacation or holiday travel, as vacation or holiday travel is one of the most
important activities in the United States (Fish and Waggle, 1996), which captured 53% of an
overall traveler’s visitation. Specifically, Mules (1998) found the share in real expenditure by
purposes of visit with between 1985 and 1995 being holiday 53%, visiting friends and relatives
(VFR) 16%, business 13%, and other 18%. More increasingly, current statistics from the Travel
Industry Association of America (TIA) reported total domestic U.S. person-trips, 2003 and the
purpose of visit with Leisure travel accounted for 82%, Business/convention 12%, and combined
business and pleasure 6%, (Domestic Research: Travel volume and Trends, 2003).
Considering the purpose of travel, men dominated business and work-related travel, and
women were dominant in leisure travel-namely, holiday and VFR travel (Collins and Tisdell,
2002). Jang, Yu, and Pearson (2003) examined Chinese business and VFR travelers to the United
States. A significant difference was identified for the size of the travel party, travel companion,
length of stay, making hotel reservations before departure and travel expenditure per person
between the two groups. Business travelers spent more money by staying in lodging facilities,
with an average stay of 19 nights in the US, whereas the VFR travelers spent less money by
living with their relatives for an average of two and a half months. When considering the daily
per-person expenditure ($US165) of business travelers, economy and mid-priced hotels would be
primary beneficiaries of the Chinese travel dollars.
The traditionally marginal interest in the visiting friends and relatives (VFR) market has
been replaced by a recent upsurge of research about these travelers (Lehto, Morrison, and
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O’Leary, 2001). Researchers and destination marketers have now realized that the VFR market is
not only substantial about also exerts more of an economic influence on receiving communities
than previously assumed. Moreover, it has been found that visiting friends and relatives’
travelers (VFRs) have unique characteristics in terms of their information search behaviors, trip
planning, trip types, vacation activities, and spending patterns (Lehto, Morrison, and O’Leary,
2001).
Traveling spending patterns have always been a focus of great research interest in
tourism (Lehto, Morrison, and O’Leary, 2001). However, the VFR market has traditionally been
assumed to have secondary status when measured in economic terms. Because of VFRs’limited
use of commercial accommodation, they have been regarded by many tourism destinations as not
economically variable enough to warrant marketing emphasis. (Lehto, Morrison, and O’Leary,
2001). However, recent research stated that the economic value of the VFR market has been
underestimated (Jackson, 1990). Paci (1994) noted that VFRs made substantial contributions to
local economies and made significant use of restaurants, tourism attractions, commercial
recreation organizations, and national airlines. Navarro and Turco (1994) found that VFRs used
accommodation and restaurants and attended spectator and cultural events, contributing
positively to the local economy.
Using data collected for Tourism Canada on long-haul travelers from the Netherlands,
Yuan et al. (1995) explored the role of VFRs in the international travel market. They covered
that Dutch VFRs represented a sizable segment of the market traveling to the United States and
Canada and made an economic contribution. Meis, Joyal, and Trites (1995) observed in their
study of the U.S. VFRs to Canada that VFRs tended to spend more during their travel life cycles
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since they repeatedly visited Canada. In contrast, Seaton and Palmer (1997) found support for the
common assumption that the VFR market is of lesser value in economic terms, with VFRs
spending significantly less on commercial accommodation and packages. However, the
differences in expenditure on food, lodging, shopping, and travel were less, and in some cases
VFRs spent more than other traveler groups. Lehto, Morrison, and O’Leary (2001) examined the
international VFR market to the United States. Their findings supported a definite relationship
between VFRs’ total expenditures and their spending on individual categories (lodging, food and
beverages, transportation, gifts/souvenirs, and entertainment). When VFRs’ total expenditures
went up, the expenditures levels in each category also increased. Beioley (1997) found that VFRs
accounted for 13% of total tourism spending in the United Kingdom in 1995 and that besides
spending considerable amounts of money on entertainment and travel, they stimulated additional
spending on the part of their local hosts. Mules (1998) found that VFRs accounted for about 16%
of the total expenditures by travelers in Australia from 1985 to 1995.

Travel Distance and Expenditure Patterns
Another household characteristic used to capture the effects of cultural differences are the
household residency. Previous studies on household consumption behaviors included this
characteristic in models and often reported significant spending differences from region to region
and between urban and rural locations. However, a study by Cai (1998) about food expenditure
on trips and vacations found no significant spending differences from location to location.
Research by Dardis et al. (1981) examined the cross-section studies of recreation
expenditure in the United States. The results showed the location of the household was
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significant. Urban households spent more that rural households while households located in the
Western region spent more than other households. These patterns may reflect different lifestyles
as well as different recreation opportunities.
Some previous study stated the significance between the distance of respondents,
destination, and the mode of transportation. The study by Prideaux (2000) revealed the dynamic
relationship between the categories of holiday expenditure and the tourist’s point of origin.
Findings showed that as distance increased, the transport element of holiday costs increased and
assumed greater importance.
Lee (2001) investigated the determinants of recreational boater expenditures on trips
using data from the 1998 Michigan boating survey. The findings indicated the distance on total
expenditures that boaters would spend US$ 15 more with an increase of 100 miles to the
destination from home, all else remaining constant. In a study of demand for ecotourism, Leones,
Colby and Crandall (1998) found that nature tourists spent more money than any other visitors to
natural sites. Nature tourist and number of sites visited had positive and significant effects on
expenditures. Additionally, visitors who live within 150 miles of the nature area were likely to
spend money.

Psychographic Variables
The literature review suggested that individual travelers differ in important ways apart
from demographics. Understanding these differences may have a considerable impact on tourism
marketing and planning. Therefore, there is practical value in examining the influence of
psychographic factors on traveler’s destination decision-making processes (Lehto, O’Leary, and
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Morrison, 2002). In addition, the way tourists perceive travel destination has a basic influence on
their travel decisions. By understanding travel decisions and vacation behaviors, tourism
professionals would better understand why and how travelers select a pleasure vacation.
Psychographics seek to describe the human characteristics of consumers that may have a
bearing on their responses to products, packaging and advertising. Such variables, according to
Demby (1974), may span from self-concept and lifestyle to attitudes, interests and opinions, as
well as perceptions of the product attributes. The recognition of the value of psychographic
research could be tracked back to Lazersfeld (1935) who suggested that any research aimed at
understanding consumer behavior must involve an interplay among three broad sets of variables:
predisposition, influences and product attributes. In recent years, lifestyle analysis and
psychographic research have become important areas in the analysis of marketing activity
because of the increased recognition of their predictive power in consumer behavior (Kahle and
Chiagouris, 1999; Wells, 1974; Kahle, 1999).
Psychographics was a term first introduced by Demby (1974), putting together
‘psychology’ and ‘demographics’. Demby felt the need to put more psychological flesh on the
purely geodemographic bones, to add the richness of the social and behavioral sciences to
demographics, in order to enhance the understanding of consumer behavior and to develop more
adequate advertising strategies. Indeed, demographic segmentations provide relatively hollow
classifications of consumers, which reveal nothing about the motives underlying their
consumption decisions (Vyncke, 2002). Compared with demographic and socioeconomic
variables, psychographics concepts supposedly offer the highest predictive power for consumer
behavior (Zins, 1998).

32

Researchers also acknowledge that demographic and socioeconomic attributes alone are
not enough in understanding vacation destination choices, as people with the same demographic
and socioeconomic characteristics may choose different destinations. And understanding of
psychological factors and their contribution to destination choice may be more revealing than
focusing solely on these characteristics (Lehto, O’Leary, and Morrison, 2001). Psychological
factors can actually determine whether people will travel to their destinations, how they get there
and what they do after they arrive (Mayo and Jarvis, 1981; Um and Crompton, 1990).
Consequently, it has been suggested that psychographic variables are more predictive and can be
used to support such tourism decisions as the development of destinations and supporting
services, product positioning, advertising, promotions and packaging (Lehto, O’Leary, and
Morrison, 2001).
The application of psychographics in tourism has also gained in popularity since the
1970s (Lehto, O’Leary, and Morrison, 2001). Woodside and Pitts (1976) suggested that lifestyle
information might be more useful in predicting foreign and domestic travel behavior than
demographic information. Schul and Crompton (1983) found that travel-specific psychographics
were more effective than demographic and socio-economic variables for predicting traveler’s
external search behaviors. Woodside and Lysonski (1989) proposed that traveler perceptions and
preferences should be the basis for tourism marketing and consumer policy. They stated that the
affective associations were usually positive for destination travelers who would consider visiting
and negative for destinations travelers would not consider visiting. A study by Brayley (1995)
attempted to identify an appropriate model for the relative attractiveness of Texan vacation
destinations to the state resident travel market. The research analyzed the destination preferences
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and vacation travel behavior of different travel groups based on demographic and psychographic
variables. The results revealed the theoretical relationships between the destination elements in a
vacation traveler’s cognitive domain and the destination attributes considered important to the
potential traveler’s cognitive choice process.
However, some researchers argued that psychographics has not achieved broad use in the
world of business and academia for several reasons (Plog, 2002). Plog suggested that little
research evidence exists to support the overall utility of psychographics. For travel suppliers,
media uniformly use demographics to describe their audiences, not psychographics. Another
problem Plog stated that psychographic systems lacked a conceptual foundation. In these
situations, researchers throw a number of questions at a subject population, conduct a factor
analysis to determine a set of grouping among answers to these questions, and then apply names
to the factors that appear. Such systems are bound to have limited utility since no underlying
theoretical structure supports the factors discovered. When factor analysis is used to coalesce a
disparate set of question items into an unrelated grouping of variables, it usually is difficult to
explain the underlying behaviors behind these factors or the related motivations and lifestyle
characteristics of individuals (Plog, 2002).
Choosing a pleasure vacation might differ from selecting daily consumer products. For
instance, Gitelson and Crompton (1984) stated that selecting a pleasure vacation differed from
retail store purchase in at least three ways. First a pleasure vacation is a relatively expensive
product. It is generally held that the greater the cost of a product, the greater will be a consumer’s
ego involvement (Engel, Kollat, and Blackwell, 1978). Thus, when considering destination
alternatives, more time is likely to be spent on deliberation and overt search activity. Secondly,
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destination decisions are not likely to be spontaneous or capricious. The expenditure is often
anticipated and budgeted through savings made over a time period of perhaps several months.
Experience with the destination may be limited with a considerable financial commitment, thus
creating high psychological stakes in correct selection. These conditions suggest that this is an
extended problem solving situation. Third, in most retail store purchase decisions, a buyer is
informed of the existence, availability, or usefulness of a brand by both the physical product
itself and in symbolic ways through promotional communications (Howard and Sheth, 1968).
However, the initial decision to select a vacation destination often has to be made on the basis of
symbolic communication alone. This is because the destination decision is intangible. It is not
possible to touch, smell or taste it before making the purchase decision. Such symbolic
communications are limited in their capacity to represent a destination and are more complex and
ambiguous than communication gained from direct exposure to the destination (Gitelson and
Crompton, 1984). The symbolic communications might be differently interpreted by a traveler’s
perceptions. These perceptions can result from various factors, for example what the tourists
have learned from their own cultural and social background, personal interests, experiences, and
images that various destinations are able to establish on the global marketplace (Jensen and
Korneliussen, 2002).
Several previous studies attempted to understand the different types of psychographic
patterns. Kahle (1984) developed a list of values (LOV) within the framework of his social
adaptation theory. The nine LOV items (Self-Respect, Self-Fulfillment, Sense of
Accomplishment, Being Well Respected, Fun and Enjoyment, Excitement, Warm Relationship
with others, Security, and Sense of Belonging) represent a reduced set of terminal values
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(Rokeach, 1973). Several attempts have been made to further condense the LOV items to fewer
dimensions into a value system. Homer and Kahle (1988) found three dimensions: individual,
interpersonal, and external values. Similar results are documented by Giannelloni and ValetteFlorence (1991) and include an individual orientation, a social orientation, and a hedonistic
orientation. Zins (1998) examined four psychographic constructs in explaining travel behavior
including personal values, lifestyle, vacation style, and benefits. He suggested a four-factor value
system comprising enjoyment, achievement, egocentrism, and external (Madgrigal and Kahle,
1994). Zins(1998) supported that the psychographics were related to travel behavior variables.
These behavior aspects involve various travel characteristics, such as destination choice, type of
holiday, mode of transportation, type of resort or accommodation, and so forth.
Following the conceptual work of Kahle (1984), personal values are regarded as highly
abstract beliefs that help organize attitude formation in view of drives, emotions, and needs
(Zins, 1998). Their work was used to measure the concept of lifestyle and vacation style as
attitudinal in nature representing push factors for the travel decision (Pizam, Neumann and
Reichel, 1979; Crompton, 1979). The lifestyle approach compiles more general dispositions,
whereas the vacation-style approach illustrates the relation of a person to a particular situation or
context. The splitting of cognitions into motives as lasting dispositions and motivations as
situation-person interactions (Heckhausen, 1989) may encounter the criticism to reduce attitudes
to its functional role (Gnoth, 1994). Benefits represent destination attributes that are perceived
and valued by tourists (Brayley, 1990). They act as pull factors responding to and reinforcing
push factors and therefore may be interrelated (Uysal and Hagan, 1993).
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Travel Personality and Expenditure Patterns
It is believed that if a tourism marketing researcher aspires to begin to understand tourist
satisfaction and dissatisfaction, it is imperative to consider the personality of the tourist,
particularly in regard to the tourist’s destination preference as one of the most importance
sources of consumer satisfaction/dissatisfaction to measure and control.
Plog (1987) conducted the research examining personality type in the context of tourist
behavior. Plog developed and empirically tested a continuum that helps classify travelers by
personality type. The travel personality classification is based on the dimension of personality
referred to as centrism (i.e., personality focus or personality interest). The categories established
by Plog are psychocentric, near-psychocentric, mid-centric, near-allocentric, and allocentric
travel personality types.
On the end of the scale are psychocentric. Psychocentric travelers prefer resting and
relaxing on vacation, spending most of the vacation time in one location, returning to the same
spot regularly, and often prefer packaged tours. Psychocentrics also tend to be passive travelers
rather than active travelers who pay little attention to detail on vacation. This group tends to
travel less, in general, and usually travels because it is expected.
On the other end of the scale are the allocentrics. Allocentrics enjoy excitement, become
actively engaged and involved in the event at the vacation site, and relish novelty and change.
This personality prefers undiscovered destination and likes to visit new and exciting places each
vacation. Also, allocentrics are likely to prefer traveling tourism, that is, not staying in one place,
but travel from place to place during the vacation. Additionally, allocentrics are more likely to
enjoy international travel, whereas psychocentrics are more apt to prefer domestic travel.
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Between the two extremes are the mid-centrics. Travelers fitting into this group are likely
to enjoy variety on vacations. They enjoy relaxing and resting at times on vacations but doing
exciting things and being on the go at other times. Mid-centrics would likely enjoy traveling to
popular international tourist destinations, major cities, and well-liked vacation spots, as long as
they have not been spoiled by too much tourism (Plog, 1991). This group tends to be moderately
involved with travel activities. These individuals are not usually labeled as passive tourists nor
are they viewed as interested and involved to the extent that allocentrics are. Rather, mid-centrics
tend to become involved and interested in activities central to their interests but remain passive
to peripheral activities. Plog indicated that most individuals are classified as near-allocentrics,
mid-centrics, or near psychocentrics. According to Plog, pure psychocentrics make up
approximately three percent of the traveling population, which is also true for allocentrics (Plog,
1987).
Plog (2002) also examined the predictive power of the venturesomeness concept versus
household income. Briefly, venturers reach out and explore the world around them with
anticipation and excitement. Plog stated that business travel also relates to income and
venturesomeness, that is, rising as incomes go up and as a person is more ventursome. That
finding might be expected for income since persons who receive larger salaries in companies
also represent their organizations with clients or at other senior meetings. Findings also
suggested that income has a somewhat stronger relationship with spending on the last leisure trip
and total travel spending over the past 12 months. Also, high-income earners have more money
to spend on all discretionary purchases, including travel, yet venturers do not take the most
expensive trips. They are willing to rough it more than others to enjoy a more natural feeling of
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their surroundings. The key findings suggested that household income, as would be expected,
correlates with the amount of travel of individuals, as does venturesomeness. Income does a
better job of predicting spending while on a trip, but psychographics is more effective at
predicting the total number of trips taken and the kinds of activities that people pursue when
traveling. Using both variables together increases the predictive power for leisure travel.
In this study, twelve travel personality traits were explained and analyzed. Other travel
characteristics being analyzed in this study included keep going to the destination I know, enjoy
taking chances by visiting new destinations, enjoy exploring places that are not typical vacation
destinations, do a lot of things when I travel, and level of satisfaction was also added to the
analysis.

Chapter Summary
The tourism research literature shows that demographic, socioeconomic and travel trip
characteristics have been the most used to predict vacation choices (Lehto, O’Leary, and
Morrison, 2001). Researchers also acknowledge that demographic and socioeconomic attributes
alone are not enough in understanding vacation destination choices, as people with the same
demographic and socioeconomic characteristics may choose different destinations.
This chapter included the previous literature relevant to socio-demographic, travelrelated, and psychographic variables in relation to tourism expenditure patterns.
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CHAPTER THREE: RESEARCH DESIGN AND METHODOLOGY
Research Framework
The preceding chapters presented the proposed area of research for this study and relevant
research in the areas of tourism expenditure patterns. The primary objective guide the present
research:
•

To identify the most influential variables among the selected socio-demographic travelrelated, and psychographic variables affecting tourism expenditures.

Research Design
The possible determinants of tourism expenditures can be characteristics of either the
visitor population or the trip itself (Mak, Mancur and Yonamine, 1977). This current research
focused on visitor population characteristics that examined the importance of sociodemographic, travel-related, and psychographic variables.
The formula used in the current study was:
EXP = f (G, A1, M, N1, I, N2, N3, N4, F, L, T1, T2, P, V1, V2, V3, V4, V5)
where
EXP = Expenditures in Northern Indiana
Independent variables used in this study were explained in Table 1.
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Table 1: Selected Independent Variables
Socio-demographic
Variables

Measure

Variable

Travel-related Variables

Measure

Variable

Psychographic Variables

Measure

Variable

G

Gender

N2

Number of
persons in
travel group

P

Travel Personalities

A1

Age

N3

V

M

Marital Status

N4

N1

Number of
children 17
years living in
the household
Total annual
household
income

F

Number of
adult(s)
Number of
children
First-time and
repeat
visitation

Value most:
Stability/Excitement
Value most:
Self/Family
Value most:
Passive/Active

I

V1
V2

L

Length of stay

V3

T1

Trip Purpose

V4

T2

Travel
Distance

Value most:
Learning/Dropping
out
Value most:
Following
tradition/Trying
new things

Dependent Variables
The dependent variables were expenditures on lodging, meals and restaurants,
attractions/festivals, entertainment, shopping (other than food), transportation (including gas),
and total expenditures. The total expenditures included the entire travel party expenses counting
cash and credit to Northern Indiana. In the survey, tourism expenditures were categorized into
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the overall trip expenditures and expenditures in Northern Indiana. However, this current study
utilized expenditure patterns of travelers per person per day to Northern Indiana as the dependent
variables.

Independent Variables
The independent variables being studied in this study consisted of the socio-demographic
variables including gender, age, marital status, number of children 17 years of age or younger
living in the household, and total annual household income (from all sources) before taxes.
Travel-related variables included number of visiting party (including adults and children),
number of adult(s), number of children, first-time and repeat visitation, length of stay, nature of
the trip, and travel distance. The psychographic variables consisted of traveler personalities, what
travelers value most while traveling: stability/excitement, self/family, being passive/being active,
learning/dropping out, and following tradition/trying new things.

Data Source and Sampling Frame
Direct observation of travel expenditures and business receipts for travelers by Frechtling
(1987) suggested that there appear to be two ways to apply the direct observation approach to
estimating travel expenditures. One is to actually observe the traveler purchasing food, gasoline,
lodging, and other items, either by following him around of by asking the seller to keep records.
It would, of course, be quite expensive to follow the traveler even if he/she would allow this.
Moreover, this method could distort travel spending patterns that would occur in the absence of
the observer, as the traveler reacts to the observer. The second and most popular direct
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observation method is to survey travelers either while traveling or in their homes. The results
from questions on expenditures can then be projected to produce estimates of business receipts in
various types of businesses.
However, tourism expenditure data are more difficult to measure because the tourism
industry consists of so many component subindustries. Data collection is usually the
responsibility of the national tourism office, a government statistical agency, or the central bank.
The three most commonly used methods of tourist expenditure data collection are bank records
of foreign exchange transactions, surveys of tourist, and surveys of tourism establishments
(Sheldon, 1993).
Several previous studies used the interview data of the Consumer Expenditure Survey
(CES) conducted annually by the U.S. Bureau of the Census under contract to the U.S. Bureau of
Labor Statistics (BLS) or the In-flight Survey of International Air Travelers complied by the US
Tourism Industries, International Trade Administration, Department of Commerce (i.e., Cai,
Hong, and Morrison, 1995; Fish and Wagger, 1996; Jang et al, 2003). Data upon which studies
are frequently based are obtained from existing secondary data on recreation expenditures. Such
data do not generally exist in a form useful for determining consumer expenditure associated
with a specific type of recreation activity. Since government data available on personal
consumption activity are obtained from the general public, recreation expenditure analyses based
on these data usually include population level variables such as household socioeconomic
characteristics (Lee, 2001).
A Mid-west travel survey used in this study was gathered from Northern Indiana Travel
Survey conducted in the fall of 2001 in the Mid-western part of the United States and the data
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analysis for this study is based on 551 usable responses obtained from the survey. The survey
was designed and developed by the National Laboratory for Tourism and eCommerce at
University of Illinois at Urbana - Champaign. The purpose of the survey was to capture the
consumer traveler market in the Midwest region as a part of the United States.

Survey Instrument
The data used for this were acquired from a survey that was conducted during the Fall,
2001 to develop a profile of those persons interested in traveling to the Northern Indiana area and
to understand the nature of travel to the Area. Northern Indiana was chosen as a study site for
several reasons including: 1) this area represents a typical Midwestern destination which
provides diverse natural and cultural attractions; 2) the area offers diverse opportunities, instead
of being dominated by a small number of big attractions, and, thus, facilitates diversified spatial
behavior; and, 3) the area attracts visitors from diverse markets including Chicago Metropolitan
as well as small Midwestern cities/towns and, therefore, these visitors are expected to be typical
of travelers to other destinations in the U.S.

Data Collection
Data were collected during November and December 2001. The survey method followed
a three-step process in order to maximize the response rate. A survey packet (i.e., a cover letter, a
questionnaire, a postage paid return envelope and a description of the incentives) was sent to a
sample of 3,525 individuals who reside in one of five adjacent states (i.e., Illinois, Indiana,
Wisconsin, Michigan, and Ohio) and had requested travel information from the Northern Indiana
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Tourism Development Commission during the time period from April 15 to September 3, 2001.
One week later, postcards were sent out to remind those who had not completed the survey and
to thank all respondents for participating in the study. The second survey kit was resent to all
non-respondents two week later. The survey effort resulted in 1,436 completed responses for a
42.1 percent response rate. However, the valid sample size in this current study was 551
extracted from the completed responses. Out of the 3,525 individuals, the 551 survey
respondents met two selection criteria that they had requested travel information from the
Northern Indiana Tourism Development Commission and actually visited Northern Indiana after
receiving the information.

Review of the Questionnaire
This instrument contains items intended to measure the traveler market in the Midwest
region, specifically focusing on Northern Indian trip expenditures, including socio-demographic,
travel-related, and psychographic variables and for the purpose of gaining profile and travel
history of the typical respondents to Northern Indiana. The questionnaire consisted of 51
descriptive questions in eleven pages including two question types; open-ended questions,
closed-ended questions.
The questionnaire was developed into different sections. The first questions were relevant
to Midwest Travel History Style including questions about, for instance, total number of pleasure
trips in the Midwest United States, how likely the respondents to take a pleasure trip to a
destination in the next 12 months ranging from 1= extremely unlikely to 6 = extremely likely.
Certain questions asked in detail about the types of activities, features or different aspects the
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respondents considered important in deciding where to visit in the Midwest. A few questions
asked respondents how far in advance they started planning the Midwest pleasure trips and how
they planned their trips. One question asked the respondent to identify and apply the phrases
used in tourism advertising with the destination such as “A Great Lake Adventure, We Make
Smiles, and Drive Less, Getaway More, etc. The types of activities and features are listed for the
respondents to identify which ones they consider important in deciding where to visit in the
Midwest, (types of activities such as hike, bike, go boating (power or sail), gamble, etc., types of
features such as destination that has beautiful scenery, offer reduced rates, are convenient to my
home, etc.) along with 5-point Likert scale ranging from 1= strongly disagree to 5 = strongly
agree. In addition, the respondents were asked what Midwest states first come to mind when
thinking of pleasure trip which respondents checkmark choices of eight states and other. Some
psychographics questions were asked to describe their beliefs about their travel personality that
best describes and did not describe their travel style. Twelve travel personality traits were
identified in this question. Several open-ended questions asked about how respondents thought
and felt about pleasure trips to Midwest destinations. Numerous questions in the open-ended
section were used to explain psychographic variables. For example, the respondents were asked
to disclose how they thought about the first three things that came to their mind about a pleasure
trip in Midwest, to design a perfect Midwest vacation, what they planned to do next after they
finish unpacking, what kinds of scents they smelled and what sounds they heard. The first
section consisted of twenty-one questions asking about overall Midwest travel and style.
The second section specifically focused on Northern Indiana. At the beginning of the
section, several questions inquired about sources of information and whether they received the
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information they requested or whether the information was helpful. Some questions asked about
travel information whether respondents requested before taking the trips, numbers of trips in
Northern Indiana in the past twelve months, numbers of days, nature of the most recent trip,
numbers of persons in travel group, and types of person(s) such as spouse or children. A few
open-ended questions were asked to state the city and town respondents visited in Northern
Indiana, number of hours or days they spent whether overnight or not, and list activities using the
letter codes provided in the questionnaire for what they spent in each city and town. If the
respondents stayed overnight, they were also asked about the overnight accommodations. A few
questions asked respondents to name two things they liked most and least about their visit to
Northern Indiana and whether they planned to visit Northern Indian again. The last part of this
section inquired about the travel expenditures during the most recent trip to Northern Indiana for
the entire travel party including cash and credit in the expense categories. The expense
categories were further divided into lodging, meals and restaurants, attractions/festivals,
entertainment, shopping (other than food), transportation (including gas), and other (to be
specified). The question separated the overall trip expenditures and expenditures in Northern
Indian into two columns. In the end of the question, respondents were asked to specify the
number of adult(s) and children these expenses covered. The last question in this section asked
the respondents to tell their stories about their experience in Northern Indiana and to describe
their moment or event that made their trip memorable.
The last section inquired about socio-demographic characteristics of the respondents such
as gender, age, marital status, number of children under 17 years old, and their total annual
household income before taxes. The last three questions asked respondents to list newspapers,
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magazines, and web sites they looked through regularly. Thirteen questions in the Northern
Indiana survey section were asked out of fifty-one questions in the entire questionnaire.

Variable Selection
The dependent variable for this study was different categories of tourism expenditure per
persona per day in US Dollars. The total expenditures were created by adding the amount of
dollars from each category of expenditure including lodging, meals and restaurants,
festivals/attractions, entertainment, shopping, and transportation expenditures.
All variables used for the data analysis were taken from the second section of the survey
which specifically focusing on Northern Indiana. Since the questionnaire contains several
descriptive questions which partly relevant and irrelevant to the objectives of the current study.
Therefore, certain questions were selected to meet the requirements and objective for the purpose
of the study. This current study aimed to understand the influential factors affecting tourism
expenditures among selected socio-demographic, travel-related, and psychographics variables.
Eighteen out of fifty one questions were used to match these variables in order to answer
research objective. Overall, five measures were selected to explain socio-demographic variables,
seven measures were selected to explain travel-related variables, and six measures were used to
explain psychographics variables.
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Table 2: Selected Socio-Demographic Variables
Measure

Socio-Demographic Variables
Gender

Are you female or male?

Age

Your age?

Marital Status

Are you married?

Number of Children 17 years of age or
under

How many children 17 years of age or
younger are currently living in your
household?
Please indicate your total annual household
income (from all sources) before taxes?

Total annual household income before
taxes

Table 3: Selected Travel-related Variables

Measure

Travel-related Variables

Numbers of persons including adults and
children
Number of adult(s)
Number of children
First-time and repeat visitation
Length of stay
Trip purpose

Travel Distance

Number of persons in travel group?
How many adults do these expenses cover?
How many children do these expenses
cover?
How many times have you visited Northern
Indiana in the past 12 months?
How many days (or portion of) did you
spend in Northern Indiana on this trip?
What was the nature of your most recent
trip to Northern Indiana? (i.e. vacation,
special event, get away, visiting friends and
family, business, and other)
What is your zip code area?
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Table 4: Selected Psychographic Variables
Measure

Psychographic Variables
Travel Personalities

Please indicate travel personalities that best
describe your travel style including:
culture creature, city slicker, sight seeker,
family guy, beach bum, avid athlete,
shopping shark, all arounder, trail trekker,
history buff, boater, and gamer

Value most: Stability/Excitement

Stability (1) to Excitement (5)

Value most: Self/Family

Self (1) to Family (5)

Value most: Being passive/Being active

Being passive (1) to Being active (5)

Value most: Learning/Dropping out

Learning (1) to Dropping out (5)

Value most: Following tradition/Trying
new things

Following tradition (1) to Trying new
things (5)

Data Transformation
The dependent variables for this study were derived from different categories of tourism
expenditure per person per day in US Dollars. The total expenditure were created by adding the
amount of dollars from each category of expenditure including lodging, meals and restaurants,
festivals/attractions, entertainment, shopping, and transportation expenditures. The total
expenditures were created and calculated from all six expenditure patterns in the survey and
recoded it into a new variable.
The normality test showed that the expenditure variable was not normally distributed.
Therefore, the transformation of data was necessary for the dependent variables. Expenditure
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variables were transformed to meet the multiple regression assumption for normal distribution of
the data. A logarithm was applied to all expenditure variables for normal distribution of data.
In general, Multiple Regression Analysis requires that variables are measured on interval
or ratio scale and the relationships among the variables are linear and additive such as “age”,
“number of persons in travel group”, “number of adult(s)” in this study. However, these
restrictions are not absolute, nominal variable can be incorporated into regression through the use
of “dummy coding”, since nonlinear and nonadditive relationships can be handled through
transformation of variables (Kim & Kohout, 1975). Therefore, dummy variables were created to
include the non-ordinal categorical variables. Gender variable was dummy coded as female was
chosen as representative variable. A dummy variable was also necessary for marital status
variable when married group was used as a representative group. Dummy coding was also
performed on trip purpose variables and travel personalities.
Certain continuous variables were collapsed into groups to divide the sample into equal
groups according to the respondent’s scores on some variables. Number of children under 17
years of age, number of persons in travel group, number of adult(s), number of children, firsttime and repeat visitation, and length of stay were collapsed and recoded to provide the
distribution of scores and descriptive analysis of respondents.

Data Analysis
Several steps were taken to explore the primary research objective:
•

To identify the most influential variables among the selected socio-demographic travelrelated, and psychographic variables affecting tourism expenditures.
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To effectively complete an analysis of the data, a quantitative method of analysis was
applied. The usable 551 responses with 352 variables contained in the survey were assessed and
analyzed by Statistical Package of Social Sciences (SPSS). Data was analyzed by employing
Multiple Regression Analysis.
Descriptive statistics was performed on all variables to obtain ranges, frequencies, and
measures of central tendency, such as mean, median, and mode. Multiple regression analysis was
applied to determine the statistical significance, the difference in variance, and the indication of
the relative contribution of each independent variable. In addition, multiple regression analysis
was used to investigate the relationship between socio-demographic, travel-related, and
psychographic variables and the different categories of tourism expenditure variables. Three
models were created to explain the impacts of each set of variables on travel expenditures. The
first model tested six selected socio-demographic characteristics and its effects on different
tourism expenditure patterns. The second model tested a set of socio-demographic variables and
seven travel-related variables on travel expenditures. And the last model tested a set of selected
socio-demographic, travel-related, and six psychographic variables and its impacts on travel
expenditures. The variables used for models for tourism expenditures were explained in Table 5.

52

Table 5: Variables for Models for Tourism Expenditures

Model I

Socio-Demographic
Variables
Gender
Age
Marital Status
Number of Children 17
years or under living
in the household
Total Annual Household
income before taxes

Model II

Socio-Demographic
Variables
Gender
Age
Marital Status
Number of Children 17
years or under living
in the household
Total Annual Household
income before taxes
Travel-related Variables
Number of visiting party
Number of adult(s)
Number of Children
First-time and Repeat
visitation
Length of stay
Nature of Trip
Travel Distance

Model III

Socio-Demographic
Variables
Gender
Age
Marital Status
Number of Children 17
years or under living
in the household
Total Annual Household
income before taxes
Travel-related Variables
Number of visiting party
Number of adult(s)
Number of Children
First-time and Repeat
visitation
Length of stay
Nature of Trip
Travel Distance
Psychographic Variables
Travel personalities
Valued most:
Stability/excitement
Self/family
Being passive/being
active
Learning/dropping out
Following tradition/
trying new thing
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Chapter Summary
This chapter presents the research design and methodology to achieve the objective of the
study. In the beginning section of the study, the research framework is proposed. Based on the
research framework, primary research objective is addressed. An overview of the research
design, data source and sampling frame, data collection, review of questionnaire, and variable
selection is also described. The independent and dependent variables used in this study are
discussed. Data transformation and data analysis is presented at the end of this chapter.
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CHAPTER FOUR: RESULTS
This chapter presents the results of the data analysis using Statistical Package of Social
Sciences (SPSS) to measure the three models tested. Each model consisted of selected sociodemographic, travel-related and psychographic variables measuring different categories of
expenditure patterns per person per day. The dependent variables were comprised of seven
expenditure patterns examined in this study including: lodging, meals and restaurants, attractions
and festivals, entertainment, shopping, transportation, and total expenditures.

Multiple Regression Analysis
Multiple Regression Analysis is defined as a statistical technique that supports the
analysis of the relationship between a single dependent variable and several independent ones.
The objective of such technique was to look at the independent’s variable value’s effects on the
dependent variable’s (Hair et al., 1987). Multiple Regression Analysis was used in this study to
investigate the impacts of socio-demographic, travel-related, and psychograhic variables on
different categories of tourism expenditures.
After selecting the dependent and independent variables, three models were developed
for each category of tourism expenditures. Three models were tested where each model consisted
of different sets of independent variables measuring different categories of expenditure patterns.
In general form the models for tourism expenditure patterns are represented as:
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•

Model I: The influence of Socio-demographic variables on expenditure patterns.
EXP = f (G, A1, M, N1,I,)

•

Model II: The influence of socio-demographic and travel-related variables on expenditure
patterns.
EXP = f (G, A1, M, N1,I, IN2, N3, N4, F, L, T1, T2)

•

Model III: The influence of socio-demographic, tourism-related, and psychographic
variables on expenditure patterns.
EXP = f (G, A1, M, N1, I, IN2, N3, N4, F, L, T1, T2, V1,V2,V3,V4,V5)

To aid in the analysis presented, using Multiple Regression Analysis, each category of
tourism expenditure was measured individually in three models. The first model was initially
measured by five selected socio-demographics, followed by the second model (five selected
socio-demographic and seven selected travel-related variables), and third model (five selected
socio-demographic, seven selected travel-related, and six psychographic variables). The results
and significant differences of each model are presented at the end of the chapter.

Profile of Respondents
The sample consisted of 3,525 individuals who reside in one of five adjacent states (i.e.,
Illinois, Indiana, Wisconsin, Michigan, and Ohio) and had requested travel information from the
Northern Indiana Tourism Development Commission during the time period from April 15 to
September 3, 2001. The survey effort resulted in 1,436 completed responses for a 42.1 percent
response rate. For the purposes of this study, 551 surveys were extracted from the initial 1,436
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completed surveys. Out of the 3,525 individuals, the 551 survey respondents met two selection
criteria that they had requested travel information from the Northern Indiana Tourism
Development Commission and actually visited Northern Indiana after receiving the information.

Socio-demographic Analysis of Respondents
A initial step of the analysis was to identify socio-demographic variables of the
respondents and to test for the significance effect of these five variables on expenditure patterns:
The five selected socio-demographic variables being examined in this study included gender,
age, marital status, number of children 17 years of age and under living in the household, and
total annual household income before taxes.
Females represented 65.8% of the respondents and males represented 34.2%. The
majority of respondents were age group between 46-55 years of age (29.7%), 56-65 years of age
(26.8%), while less than 21 years of age represented only 1.1% and over 65 years old group
represented 18.9% of total respondents. Married and non-married participants represented 76%
and 24% of the total study respondents. The majority of respondents (75%) did not have children
under the age of 17 and younger living in the same household, while 5.8% had more than 3
children living in the household. In terms of income level, 23.6% of the respondents reported a
total annual income before taxes in the range of $80,000 and over. The second highest reported
income was in the range of $30,000 and $39,999 comprising 16.5% of the sample and the lowest
reported income was the range of less than $10,000 comprising 1.1% of the sample. A summary
of selected socio-demographic characteristics of all respondents is presented in Table 6.
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Table 6: Socio-demographic Profile of Respondents
Characteristics

Frequency

Percent (%)

Gender
Female
Male

362
188

65.8
34.2

Age
Under 21 years
21-35 years
36-45 years
46-55 years
56-65 years
Over 65 years

6
47
82
163
147
104

1.1
8.6
14.9
29.7
26.8
18.9

Married
Yes
No
Number of children 17
years of age or
younger
0
1-2
3 or more
Total household
income before taxes
Less than $10,000
$10,000-19,999
$20,000-29,999
$30,000-39,999
$40,000-49,999
$50,000-59,999
$60,000-69,999
$70,000-79,999
$80,000 and over

Valid N
550

549

546
415
131

76.0
24.0
520

390
100
30

75.0
19.2
5.8
462

5
15
36
76
64
60
54
43
109

1.1
3.2
7.8
16.5
13.9
13.0
11.7
9.3
23.6
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Travel-related Analysis of Respondents
Travel-related characteristics selected included number of person(s) in travel group,
number of adult(s), number of children, first-time and repeat visitation, length of stay, trip
purpose, and travel distance.
The majority of respondents (55%) appeared to travel with companions (two people in
group), 26.6% reported traveling three or four people, 13.8% of respondents travel with 5 or
more people in group, while 4.4% reported taking a trip alone. In relation to number of adult(s)
in their travel group, 73% of respondents reported having two adults in their travel group, while
4.3% represented at least 5 adults or more in their travel group. The number of children in the
travel party was minimal with 76.5% of respondents reporting no children in their travel group.
More than half of respondents reported multiple visitations to Northern Indiana representing
72.4% of repeat visitation, while 27.6% reported first-time visit to the destinations. The
respondents (32.2%) reported visiting the destinations within 2 days, while 22.8% reported
visiting more than 3 days. Respondents who reported taking a vacation trip, totaled 28.7%, while
71.3% reported traveling for different purposes than vacation such as special event, get away,
visiting family and friends, and business meeting. Respondents traveled at least 12 miles from
residences and the maximum of 436 miles reported distance traveled. A summary of travelrelated variables is presented in Table 7 and 8.
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Table 7: Travel-related Profile of Respondents
Characteristics
Number of persons in travel group
1
2
3-4
5 or more
Number of adults (expenses cover)
1
2
3-4
5 or more
Number of children(expenses cover)
0
1-2
3 or more
First-time and repeat visitation
1
2
3
4 or more
Length of stay
Less than or a day
2 days
3 days
More than 3 days
Trip purpose
Vacation
Yes
No
Special event
Yes
No
Get away
Yes
No
Visit family and friends
Yes
No
Business meeting
Yes
No

Frequency

Percent (%)

24
303
146
76

4.4
55.2
26.6
13.8

Valid N
549

486
46
355
64
21

9.5
73.0
13.2
4.3
485

371
78
36

76.5
16.1
7.4
551

152
151
86
162

27.6
27.4
15.6
29.4

113
177
143
125

20.6
32.2
24.4
22.8

549

551
158
393

28.7
71.3

80
471

14.5
85.5

328
223

59.5
40.5

551

551

551
126
425

22.9
77.1

7
543

1.3
98.7

550
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Table 8: Travel Distance of Respondents
Characteristics

Minimum

Maximum

Mean

Travel distance

12.00

436.00

120.38

Psychographic Analysis of Respondents
The psychographic characteristics measured in this study were travel personalities, what
they value most while traveling; stability/excitement, self/family, being passive/being active,
learning/dropping out, and following tradition/trying new thing.
Psychographic characteristics consisted of travel personalities that best described
respondents including: culture creature, city slicker, sight seeker, family guy, beach bum, avid
athlete, shopping shark, all arounder, trail trekker, history buff, boater, and gamer. In relation to
travel personalities, 15.1% of the respondents described themselves as the culture creature,
25.5% described themselves the sight seeker, 10.6% expressed themselves as family guy, 30%
described themselves the all arounder, while 9.4% of the total respondents described themselves
as trail trekker and history buff.
In relation to what respondents valued most about stability or excitement, 2.2% perceived
themselves valued stability most while 17.2% believed that they valued excitement most, and
33.3% ranged themselves in the neutral on what they valued most between stability and
excitement. The respondents were asked if they valued self or family most, 6.8% valued
themselves most, 27.3% were neutral, while 29.1% valued family most. Regarding to being
passive and being active, 1.2% ranged themselves as being passive, 18.5% chose being active,
and 34.9% were neutral. In relation to learning and dropping out, respondents 21.4% reported
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that they value learning most, 32.2% were neutral, while 6.8% valued dropping out most.
Respondents were asked if they followed tradition or liked to try new things. Of the respondents
27.4% reported that they like to try new things, 24.7% were neutral, and .6% reported that they
followed tradition. Table 9 represents a summary of psychographic profile of respondents.
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Table 9: Psychographic Profile of Respondents
Characteristics
Travel personality
Culture Creature
Sight Seeker
Family Guy
All Arounder
Trail Trekker
History Buff
Stability/Excitement
Stability
2
Neutral
4
Excitement
Self/Family
Self
2
Neutral
4
Family
Passive/Active
Being passive
2
Neutral
4
Being active
Learning/Dropping out
Learning
2
Neutral
4
Dropping out
Traditional/Trying
new things
Following tradition
2
Neutral
4
Trying new things

Frequency

71
120
50
141
44
44
11
48
169
190
87

Percent (%)

Mean (SD)

470

3.2(1.53)

505

3.6(0.95)

501

3.6(1.20)

502

3.7(0.87)

500

2.6(1.18)

510

3.9(0.92)

15.1
25.5
10.6
30.0
9.4
9.4
2.2
9.5
33.5
37.6
17.2

34
50
137
134
146

6.8
10.0
27.3
26.7
29.1

6
26
175
202
93

1.2
5.2
34.9
40.2
18.5

107
121
161
77
34

21.4
24.2
32.2
15.4
6.8

3
33
126
197
151

Valid N

.6
6.5
24.7
38.6
29.6
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Expenditure Patterns of Respondents
The dependent variables for this study were different categories of tourism expenditures
per person per day in US Dollars. The total expenditures were created by adding the amount of
dollars from each category of expenditures including lodging, meals/restaurants,
festivals/attractions, entertainment, shopping, and transportation expenditures. The total
expenditures were created and calculated from all six expenditure patterns in the survey and
recoded it into a new variable. Expenditure variables were transformed to meet the multiple
regression assumption for normal distribution of the data. A summary of average amount spent
by total respondents and average expenditure per person per day is presented in Table 10.
Table 10: Average amount spent and Average Expenditure per person per day
Average amount spent by
Total Respondents ($)
(N=398)

Average Expenditure
/Person/Day ($)
(N= 394)

Lodging

349.47

98.72

Meals/Restaurants

169.35

43.12

Attractions/Festivals

78.73

37.83

Entertainment

88.88

29.62

315.05

142.83

52.79

25.73

771.96

242.77

Northern Indiana
Expenditure Category

Shopping
Transportation
Total Expenditures
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According to Consumer Expenditure Survey on travel expenditures in 2000, consumer
units went on trips in the year 2000 spent an average of $875 in travel expenses. The total
amount spent on travel by all consumers was roughly $32 billion (Janini, 20003). This study
found that travelers who traveled to Midwest destination in 2001 spent approximately $349.47on
lodging, $169.35 on meals and restaurants, $78.73 on attractions and festivals, $88.88 on
entertainment, $315.05 on shopping, $52.79 on transportation, and $771.96 on total expenditures
which was approximately hundred dollars less than the year 2000 according to Consumer
Expenditure Survey. In relation to average expenditure per person per day, travelers spent
approximately $98.72 on lodging, $43.12 on meals and restaurants, $37.83 on attractions and
festivals, $29.62 on entertainment, $142.83 on shopping, $25.73 on transportation, and $242.77
on total expenditures.
A previous study by Jang et al., (2003) stated that it was not surprising to learn that
lodging made up the biggest component of the travel bill since lodging accommodation was the
necessity on a trip. In addition, this study also found that shopping expenditures also made up the
biggest component for this sample group. It is also interesting to learn that transportation made
up the almost the smallest component of this sample group. This may be because the respondents
were those who reside in one of five adjacent states (i.e., Illinois, Indiana, Wisconsin, Michigan,
and Ohio), which were close to Northern Indiana. Therefore, they might travel by private cars or
buses instead of traveling by plane that might cost more.
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Lodging Expenditures
Three models were tested to explain lodging expenditures. Model I consisted of sociodemographic variables including gender, age, marital status, number of children 17 years of age
and under, and total annual household income before taxes. Model II consisted of five selected
socio-demographic and numbers of persons in travel group, number of adult(s), number of
children, first-time and repeat visitation, length of stay, trip purpose, and travel distance. Model
III consisted of five selected socio-demographic, seven selected travel-related variables, and six
selected psychographic variables.
Consistent with prior research (Lawson,1991;Marshment,1997; Jang et al., 2003), gender
was not found to be significant in all three model tested for lodging expenditures. In terms of the
age variable, this study revealed that age was not significant in all three models tested, which is
contrary to the prior study by Rapoport and Rapoport (1975) and Jang et al., (2003). They found
that age was found to be significant for travel expenditures. However, it is interesting to note that
the tourism expenditure variables in this study were examined individually by seven categories.
Therefore, the influencing factors might be different from other previous studies. Marital status
was found to be significant in model II and III at .011 and .008 consecutively, while marital
status was not significant in model I. Further, it is interesting to note that marital status alone in
model I was not an influencing factor in explaining lodging expenditures, whereas it was found
to be significant in accordance with other travel related and psychographic variables. Number of
children 17 years old and under living in the household was not found to be the influencing
factors in either model for lodging expenditures. However, total annual household income, as
expected, was found to be significant in all three models for lodging expenditures which was
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consistent with a study by Cai (1999) on relationship of household characteristics and lodging
expenditures on leisure trip. The first model representing socio-demographic only explained
2.5% of the variation in lodging expenditures which was fairly low. It implied that the first
model alone did not successfully explain the lodging expenditures well.
In model II, seven selected travel-related variables were incorporated into the first model
in Multiple Regression Analysis. Number of person(s) in travel group and number of adult(s)
were found to be significant to explain lodging expenditures, which was consistent with previous
study, by Dardis, Soberon-Ferrer, and Patro (1994). This may be because the larger size of party
requires more rooms or lodging facilities. Number of children was not found to be an influencing
factor in explaining lodging expenditures. Length of stay was found to be significant for lodging
expenditures. In terms of first-time and repeat visitation, this study found that whether traveler
was first-time or repeat did not have a significant impact on lodging expenditures. In addition,
trip purpose as represented by dummy variables was not found to be significant on lodging
expenditures. It was inconsistent with study by Jang, Yu, and Pearson (2003) who found that
VFR travelers might spend less on lodging as a study by Jang, Yu, and Pearson (2003) which
found that business travelers spent more money by staying in lodging facilities, with an average
stay of 19 nights in the US, whereas the VFR travelers spent less money by living with their
relatives for an average of two and a half months. However, this study found no significant
relationship between trip purpose and lodging expenditures. Travel distance was not found to be
significant in all three models to explain lodging expenditures. The second model explained
43.5% of the variation explaining that travel-related variables in accordance with socio-
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demographic variables contribute to a better explanation of lodging expenditure than sociodemographic variables alone.
In model III, psychographic variables consisting of travel personalities, what respondents
value most while traveling to Midwest destinations including stability/excitement, self/family,
being passive/being active, learning/dropping out, and following tradition/trying new things were
adjoined into model III as researchers acknowledged that psychological factors can actually
determine whether people will travel to the destinations, how they get there and what they do
after they arrive (Mayo and Jarvis, 1981; Um and Crompton, 1990). In model III, this study
found that being passive/being active variable had a significant impact on lodging expenditures.
Model III explained 47% of the variation, implying that psychographic variable slightly
contributed to explanation of lodging expenditures. A summary of three models tested and
lodging expenditures is present in Table 11.
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Table 11: Examination of Model I, II, & III and Lodging Expenditures
Variables

Socio-Demographic
Genderª
Age
Marital statusª
Number of children
17 years or younger
Total annual
household income
R²
Travel-related
Number of persons
in travel group
Number of adult (s)
Number of children
First-time and repeat
visitation
Length of stay
Trip purposeª
Travel distance

Model II

Model I

Model III

Beta

Sig.

Beta

Sig.

Beta

Sig.

.050
.078
-.091
.018

.444
.296
.182
.810

.003
.051
-.136
-.010

.955
.383
.011*
.879

-.005
.045
-.143
-.018

.923
.451
.011*
.780

.151

.027*

.170

.001***

.181

.001***

.353

.000***

.369

.000***

.277
-.019
-.092

.000***
.759
.081

.280
-.026
-.096

.000***
.677
.072

.408
.052
-.028

.000***
.310
.593

.411
.047
-.034

.000***
.354
.517

.064
.061
.064
-.180
-.037
.021

.204
.287
.250
.001***
.469
.712

2.5%

R²

43.5%

Psychographic
Travel Personalitiesª
Stability/Excitement
Self/family
Passive/Active
Learning/Dropping out
Traditional/Trying
new things
R²

47.0%

Note: *p < .05, **p <.01, ***p <.001
ª refers to a variable used as a reference group.
Gender: Male = 0, Female = 1; Marital Status: Non-married = 0, Married = 1;
Trip Purpose: Vacation = 1, Get away = 2, Business meeting = 3, Special events = 4,
Visit family and friends = 5; Travel Personalities: Culture Creature = 1, Sight Slicker = 2, Family Guy = 3, All
Arounder = 4, Trail Trekker = 5, History Buff = 6.
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Meals and Restaurants Expenditures
Consistent with prior research (Dardis et al.,1981; Davies and Mangan, 1992;Fish and
Waggle ,1996; Jang et al., 2003), this study found that there was a significant relationship
between traveler’s income and meals and restaurants expenditures in all three models tested. In
addition, a recent study by Cai (1998) investigated and analyzed the household food expenditure
patterns on trips and vacations. The results revealed that household income had been found to be
a significant and positive factor accounting for variations of household vacation food
expenditures or the demand for food on vacation. In model I, only the income variable was found
to be an influencing factor to explain meals and restaurants expenditures. The other four sociodemographic variables (gender, age, marital status, and number of children 17 years or under)
did not have a significant impact on meals and restaurants expenditures in the first model. This
may explain that income is the significant predictor to determine how much respondents would
spend on dining activities. For a second time, the first model (socio-demographic variables only)
explained 4.7% of the meals and restaurants expenditures, entailing that socio-demographic
variables alone were not sufficient to explain meals and restaurants expenditures.
Travel-related variables were incorporated into model II contributing to a better
explanation of meals and restaurants expenditures. Number of person(s) in travel group was not
found to be significant for meals and restaurants expenditures. However, number of adult(s) had
a significant impact on meals and restaurant expenditures, which was consistent with study by
Giesemand and Moulton (1986) that the number of adults in a household had a positive impact
on food. Number of children did not have an impact on meals and restaurants expenditures which
supported the study by Smallwood (1981) that the number of children was expected to have a
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negative impact on food. First-time and repeat visitation variable did not have a significant
impact on meals and restaurants expenditures for both model II and III. Length of stay played an
important role to explain meals and restaurants expenditures with the significant level at .000 for
both model II and III. Trip purpose and travel distance did not have a significant impact on meals
and restaurant expenditures. Socio-demographic and travel-related characteristics explained
41.1% of the variation explaining that travel-related variables are significant factors in
explaining meals and restaurants expenditures.
Model III consisted of five socio-demographic, seven travel-related, and six selected
psychographic variables. In this model, travel personalities had a significant impact on meals and
restaurants expenditures while the rest of psychographic variables were not significant in this
model. This may imply that they way travelers spend their money on meals and restaurants
services can be explained by the different personalities. There was only 2.1% increase in the R²
from model II to model III for meals and restaurants expenditures. This may explain that
psychographic variables did not play an important role in explaining respondents’ dining
expenditures while traveling. A summary of three models tested and meals and restaurants
expenditures is illustrated in Table 12.
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Table 12: Examination of Model I, II, & III and Meals and Restaurants Expenditures
Variables

Socio-Demographic
Genderª
Age
Marital statusª
Number of children
17 years or younger
Total annual
household income
R²
Travel-related
Number of persons
in travel group
Number of adult (s)
Number of children
First-time and repeat
visitation
Length of stay
Trip purposeª
Travel distance

Model I

Model III

Model II

Beta

Sig.

Beta

Sig.

Beta

Sig.

.046
.045
.025
.043

.415
.478
.667
.492

.028
.015
-.041
.090

.528
.765
.388
.113

.024
.019
-.024
.097

.600
.724
.630
.103

.202

.001***

.197

.000***

.194

.000***

.000

.995

-.001

.988

.343
-.090
-.080

.000***
.094
.086

.342
-.108
-.096

.000***
.056
.046

.503
-.020
.040

.000***
.659
.380

.492
-.014
.046

.000***
.757
.326

-.102
.108
.001
.027
.029
-.023

.024*
.036
.988
.588
.530
.643

4.7%

R²

41.1%

Psychographic
Travel Personalitiesª
Stability/Excitement
Self/family
Passive/Active
Learning/Dropping out
Traditional/Trying
new things
R²

43.2%

Note: *p < .05, **p <.01, ***p <.001
ª refers to a variable used as a reference group.
Gender: Male = 0, Female = 1; Marital Status: Non-married = 0, Married = 1;
Trip Purpose: Vacation = 1, Get away = 2, Business meeting = 3, Special events = 4,
Visit family and friends = 5; Travel Personalities: Culture Creature = 1, Sight Slicker = 2, Family Guy = 3, All
Arounder = 4, Trail Trekker = 5, History Buff = 6.
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Attractions and Festivals Expenditures
Three models were tested to examine attractions and festivals expenditures. Attractions
and festivals expenditures was not significantly influenced by any of the socio-demographic
variables in model I, except total annual household income before taxes. Total household income
before taxes was significant at .030 in model I, .020 in model II, and .028 in model III
consecutively. This may clarify that total annual household income before taxes alone could
determine tourism expenditures on attractions and festivals, while other four selected sociodemographic variables in this study did not have a significant impact on attractions and festivals
expenditures. Socio-demographic variables only explained 4.9% of the variation for attractions
and festivals expenditures.
In model II, seven selected travel-related variables were incorporated with the sociodemographic variables in the first model. Length of stay was the only variable found to be
significant for attractions and festivals expenditures, while other items including number of
person(s), number of adult(s), number of children, trip purpose, and travel distance were not
significantly related to the attractions and festivals expenditures. In terms of first-time and repeat
visitation, a previous study by Oppermann (1996) found that repeat visitors were much more
concentrated in fewer locations and exhibit a different spending pattern. Repeat visitors had
lower per day expenditures than first-time visitors. He also argued that expenditure patterns for
both groups across the different travel goods and services did not vary significantly, whereas the
first-time visitors tended to spend more on souvenirs than repeat visitors. Furthermore, previous
study revealed that the first-time visitors were visiting many more attractions within the
destination area and not only the best-known sites. However, this study found no significant
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relationship between first-time and repeat visitation and attractions and festivals expenditures.
Model II (socio-demographic and travel-related variables) explained 19.9% of the total variance
for attractions and festivals expenditures.
Travel personalities and what respondents value most while traveling were incorporated
into model III to examine the significance level of psychographic impacts on attractions and
festivals expenditures. Socio-demographic, travel-related, and psychographic variables explained
21.4% of the total variance for attractions and festivals expenditures. This might explain that
psychographic variables did not contribution to a better explanation of attraction/festival
expenditures. The relationship between three models tested and attractions and festivals
expenditures is presented in Table 13.
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Table 13: Examination of Model I, II, & III and Attractions/Festivals Expenditures
Variables

Socio-Demographic
Genderª
Age
Marital statusª
Number of children
17 years or younger
Total annual
household income
R²
Travel-related
Number of persons
in travel group
Number of adult (s)
Number of children
First-time and repeat
visitation
Length of stay
Trip purposeª
Travel distance

Model II

Model I

Sig.

Model III

Beta

Sig.

Beta

Beta

Sig.

.017
-.064
.053
.010

.828
.483
.524
.913

.029
-.070
.033
-.047

.699
.417
.675
.623

.025
-.061
.059
-.031

.752
.504
.493
.759

.181

.030*

.185

.020*

.181

.028*

-.136

.080

-.134

.099

.118
.159
.084

.141
.081
.284

.119
.155
.070

.157
.111
.394

.287
.021
-.052

.000***
.778
.498

.283
.025
-.052

.000***
.748
.522

-.068
.106
-.039
-.011
.002
.049

.384
.233
.652
.901
.985
.915

4.9%

R²

19.9%

Psychographic
Travel Personalitiesª
Stability/Excitement
Self/family
Passive/Active
Learning/Dropping out
Traditional/Trying
new things
R²

21.4%

Note: *p < .05, **p <.01, ***p <.001
ª refers to a variable used as a reference group.
Gender: Male = 0, Female = 1; Marital Status: Non-married = 0, Married = 1;
Trip Purpose: Vacation = 1, Get away = 2, Business meeting = 3, Special events = 4,
Visit family and friends = 5; Travel Personalities: Culture Creature = 1, Sight Slicker = 2, Family Guy = 3, All
Arounder = 4, Trail Trekker = 5, History Buff = 6.
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Entertainment Expenditures
For the whole sample for entertainment expenditures in model I, only gender was found
to be significant for entertainment expenditures. One reason may be that different gender has
different ways of entertaining themselves. Therefore, female and male may allocate their
entertainment dollars differently while they are traveling. Apart from gender, all four selected
socio-demographic variables were not statistically significant for entertainment expenditures.
This may explain that socio-demographic variables alone in this study were not sufficient to
determine how much tourists would spend on entertainment activities. Socio-demographic
variables only explained 5.2% of the variation in the entertainment expenditures.
Travel-related variables were incorporated into model II to determine entertainment
expenditures. The results showed that number of persons in travel group and number of adult(s)
were the important factors to explain variances in entertainment expenditures. Interestingly,
number of children was not found to be significant effect on the purchase level of travel goods
and services for entertainment expenditures. This was, however, consistent with study by
Legoherel (1998) that the presence of children in the group did not seem to be linked with the
level of expenditure. Entertainment expenditures was not significantly influenced by first-time or
repeat visitation, length of stay, trip purpose, and travel distance. This may explain that the
purchasing level of entertainment goods and services could not be explained by number of times
visited, number of nights stayed, the purpose of the trip, and distance travelers travel from their
residence. Overall, Socio-demographic and travel-related variables explained 26.4% of the total
variance for entertainment expenditures.
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Psychographic variables consisting of six selected variables were analyzed for Model III.
Stability/Excitement variable was found to be significant on entertainment expenditures. This
may imply that travelers who value excitement may spend their budgets differently on different
entertainment products and services. Model III which included psychographic variables
explained 32.4% of the variation for entertainment expenditures. This can be inferred that the
psychographic variables in this study slightly contributed to a better explanation for
entertainment expenditures. A summary of three models tested and entertainment expenditures is
presented in Table 14.
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Table 14: Examination of Model I, II, & III and Entertainment Expenditures
Variables

Socio-Demographic
Genderª
Age
Marital statusª
Number of children
17 years or younger
Total annual
household income
R²
Travel-related
Number of persons
in travel group
Number of adult (s)
Number of children
First-time and repeat
visitation
Length of stay
Trip purposeª
Travel distance

Model II

Model I

Model III

Beta

Sig.

Beta

Sig.

Beta

Sig.

.199
.151
-.035
-.008

.045*
.182
.733
.943

.165
.139
-.085
.012

.070
.182
.373
.916

.157
.138
-.087
.005

.106
.221
.416
.965

.065

.527

.069

.467

.078

.442

.231

.015*

.231

.023*

5.2%

.315
-.042
.083

.001***
.703
.377

.323
-.092
.049

.002**
.441
.625

.089
-.119
.026

.324
.194
.781

.074
-.106
.023

.442
.276
.816

-.062
.225
.115
-.090
.043
-.072

.514
.041*
.283
.396
.656
.500

R²

26.4%

Psychographic
Travel Personalitiesª
Stability/Excitement
Self/family
Passive/Active
Learning/Dropping out
Traditional/Trying
new things
R²

32.4%

Note: *p < .05, **p <.01, ***p <.001
ª refers to a variable used as a reference group.
Gender: Male = 0, Female = 1; Marital Status: Non-married = 0, Married = 1;
Trip Purpose: Vacation = 1, Get away = 2, Business meeting = 3, Special events = 4,
Visit family and friends = 5; Travel Personalities: Culture Creature = 1, Sight Slicker = 2, Family Guy = 3, All
Arounder = 4, Trail Trekker = 5, History Buff = 6.
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Shopping Expenditures
First model was tested to determine the influencing factors for shopping expenditures.
Only total annual household income before taxes was found to be an influencing factor for
shopping expenditures. The results was not consistent with prior study by Lee (2001) on boater
expenditure, he found that grocery expenditure was not significantly influenced by income
levels. The findings supported the literature according to gender and tourism expenditure that
spending patterns of men and women vary in different ways. According to the literature, several
studies found gender not significant in tourism expenditure since much travel and tourism
behavior is group (especially family) and not individual in nature, sex is probably not such an
important segmentation variable for the tourism industry as for many other products Lawson
(1991). Age was also not found to an important indicator to explain shopping expenditures.
Socio-demographic variables only explained 2.8% of the total variance for shopping
expenditures, Therefore, shopping expenditures was not successfully explained by sociodemographic variables alone.
The seven selected travel-related variables were included into model II for shopping
expenditures. Similar to entertainment expenditures, number of adult(s) was found to be
significant variable for two models tested. Contrary to a previous study by Jang et al. (2003),
they found that the numbers of adults in the travel party was not an important factor to explain
variances in the three travel expenditure models (high income, non-high income, and total).
However, this study found that number of adult(s) was significant for both shopping and
entertainment expenditures. However, number of person(s), number of children, first-time and
repeat visitation, and trip purpose did not have significant impact on shopping expenditures.
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Length of stay was significant at.019 significance level in model II, and .029 in model III. In
relation to travel distance and shopping expenditures, the results showed that travel distance was
significant at .010 in model II, and .009 in model III. One reason may be that as people travel far
from home, they are likely to spend more on souvenirs of gifts for families and friends or items
that are not available in their hometowns. Model II which included travel-related variables
explained 12.1% of the total variance, whereas model III (incorporated by six selected
psychographic variables) explained 14.9% of the variation for shopping expenditures.
Learning/Dropping out variable was found to be significant at .036 in model III. This, again,
implies that psychographic variables in this study did not contribute to a better explanation for
the shopping expenditures. The relationship between the three models and shopping expenditures
is presented in Table 15.
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Table 15: Examination of Model I, II, & III and Shopping Expenditures
Variables

Beta
Socio-Demographic
Genderª
Age
Marital statusª
Number of children
17 years or younger
Total annual
household income
R²
Travel-related
Number of persons
in travel group
Number of adult (s)
Number of children
First-time and repeat
visitation
Length of stay
Trip purposeª
Travel distance

Model II

Model I

.041
.012
-.011
-.034
.170

Sig.

.504
.859
.865
.616

Model III

Beta

Sig.

Beta

Sig.

.040
-.005
-.045
-.034

.501
.937
.472
.645

.037
-.026
-.059
-.044

.533
.703
.369
.574

.161

.010**

.166

.008**

-.036

.558

-.039

.528

.191
.029
.080

.003**
.686
.192

.197
.010
.070

.002**
.895
.264

.139
-.064
.158

.019*
.286
.010**

.131
-.059
.162

.029*
.328
.009**

.029
.019
.079
-.053
.126
-.051

.617
.777
.233
.414
.036*
.438

.008**
2.8%

R²

12.1%

Psychographic
Travel Personalitiesª
Stability/Excitement
Self/family
Passive/Active
Learning/Dropping out
Traditional/Trying
new things
R²

14.9%

Note: *p < .05, **p <.01, ***p <.001
ª refers to a variable used as a reference group.
Gender: Male = 0, Female = 1; Marital Status: Non-married = 0, Married = 1;
Trip Purpose: Vacation = 1, Get away = 2, Business meeting = 3, Special events = 4,
Visit family and friends = 5; Travel Personalities: Culture Creature = 1, Sight Slicker = 2, Family Guy = 3, All
Arounder = 4, Trail Trekker = 5, History Buff = 6.
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Transportation Expenditures
It is interesting to note that five selected socio-demographic variables were not found to
be significant at all in the first model. Socio-demographic variables only explained 0.6% of the
total variance for transportation expenditures, which did not explain transportation expenditure
well. Therefore, transportation expenditures was not successfully explained by any of sociodemographic variables in this study.
Model II incorporated six travel-related variables including number of persons in travel
group, number of adult(s), number of children, first-time and repeat visitation, and length of stay,
trip purpose, and travel distance. Number of persons in travel group, number of adult(s), length
of stay, and travel distance were statistically significant for Model II and III for transportation
expenditure. Number of persons in travel group and number of adult(s) may help explain what
type of vehicles were needed while traveling. The more people in the travel group, the larger the
vehicle needed to accommodate a big group. In addition, in relation to length of stay, the results
were consistent with a study by Jang et al., (2003)’s finding that the number of nights staying in
the United States of Japanese pleasure travelers had a positive and significant effect on the
purchase level of travel goods and services for all models tested (high income, non-high income,
and total). They explained that this might be because travelers who stay longer have to use hotel
rooms more often, have more meals, and use more transportation services. Trip purpose did not
play and important role in explaining transportation expenditures. Travel distance was significant
at .019 in model II, and .025 in model III. One reason may be that tourist would determine how
much they are willing to spend on modes of transportation from their residences to destinations
as traveling by planes might be required if the destination is far from home. Therefore,
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transportation expenditures was statistically influenced by travel distance. Model II which
included travel-related variables explained 24.4% of the total variance for transportation
expenditures.
Psychographic variables were incorporated into model III. This study found that six
selected psychographic variables were not statistically significant for transportation expenditures
in model III. This may be because transportation expenditures were measured by the necessity of
travel such as distance and time constraints than the psychological needs. Model III which
incorporated by psychographic variables explained 26.2% of the variation for transportation
expenditures. The relationship between transportation expenditures and three models tested is
illustrated in Table 16.
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Table 16: Examination of Model I, II, & III and Transportation Expenditures
Variables

Socio-Demographic
Genderª
Age
Marital statusª
Number of children
17 years or younger
Total annual
household income
R²
Travel-related
Number of persons
in travel group
Number of adult (s)
Number of children
First-time and repeat
visitation
Length of stay
Trip purposeª
Travel distance

Model II

Model I

Model III

Beta

Sig.

Beta

Sig.

Beta

Sig.

-.052
-.020
.013
.001

.378
.762
.827
.988

-.040
-.043
-.022
-.005

.447
.469
.689
.942

-.044
-.035
-.003
-.004

.411
.571
.957
.959

-.063

.303

-.078

.150

-.078

.150

-.150

.006**

-.146

.009**

.165
.054
.018

.003**
.393
.740

.162
.061
.015

.005**
.357
.791

.300
-.067
.125

.000***
.200
.019*

.397
-.069
.124

.000***
.196
.025*

-.026
.064
-.023
-.034
-.060
.092

.618
.286
.702
.564
.268
.118

0.6%

R²

24.4%

Psychographic
Travel Personalitiesª
Stability/Excitement
Self/family
Passive/Active
Learning/Dropping out
Traditional/Trying
new things
R²

26.2%

Note: *p < .05, **p <.01, ***p <.001
ª refers to a variable used as a reference group.
Gender: Male = 0, Female = 1; Marital Status: Non-married = 0, Married = 1;
Trip Purpose: Vacation = 1, Get away = 2, Business meeting = 3, Special events = 4,
Visit family and friends = 5; Travel Personalities: Culture Creature = 1, Sight Slicker = 2, Family Guy = 3, All
Arounder = 4, Trail Trekker = 5, History Buff = 6.
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Total Expenditures
The total expenditures were created by adding the amount of dollars from each category
of expenditure including lodging, meals and restaurants, festivals and attractions, entertainment,
shopping, and transportation expenditures.
Consistent with a previous study by Marshment (1997), he claimed that unlike markets
for so many other goods and services (clothes, cosmetics, magazines and so on), the holiday
market is not constructed along gender lines. In this study, gender was also not found to be
significant indicator for total expenditures. Age factor did not have a significant impact on total
expenditures contrary to the previous study by Rapoport and Rapoport (1975) that the age factor
was expected to be a major determinant of leisure spending behavior. Age factor was not
significant at .529 in model I, .171 in model II, and .221 in model III consecutively. For total
expenditures, marital status was not found to be an influencing factor for all three models tested.
This might be because much travel and tourism behavior is group (especially family) (Lawson,
1991). Therefore, total expenditures could not be determined by marital status alone. Number of
children 17 years and under living in the household did not have a significant impact on total
expenditures for all three models tested, which was inconsistent with a previous study by Cai et
al. (1995). They suggested the number of children in their study might reflect the time
constraints of the parent taking care of the children. Trips could be fewer or shorter because of
school schedules or childcare demands. In the worst scenario, people could not take trips since
children are too young and they have to fully take care of the children at home. Therefore, the
family with more children appeared to need larger or more rooms, more food and also spent
more on transportation, even though it did not show a significant difference. Total annual

85

household income was found to be significant for total expenditures in all three models, the
significant level at .006, .002, and .002 consecutively. This was consistent with several previous
studies Dardis et al., (1981), Prais and Houthakker (1971), Fish and Waggle (1996), Agarwal
and Gilbert (1999), Cai, Hong, and Morrision (1995), etc.) that income was an influencing factor
to determine total expenditures. Socio-demographic variables only explained 3.1% of the total
variance for total expenditures, implying that socio-demographic variables alone did not
successfully explain total expenditures well. In other words, travel-related variables often
contributed to an explanation of total expenditures more than socio-demographic variables for
the foreign travel market according to a previous study by Hsieh, Lang, and O’Leary (1997).
This study found that travel-related variables played an important role in explaining several
tourism expenditure patterns more than socio-demographic and psychographic variables for
domestic travel market.
Model II was incorporated into the Multiple Regression Analysis for total expenditures.
Number of adult(s) and length of stay were found to be significant at .000 for two models tested.
This, again, supported the previous study by Dardis, Soberon-Ferrer, and Patro (1994) that the
number of adults had a significant impact on recreation expenditures. In terms of the length of
stay, the result supported the previous findings by Agarwal and Yochum (1999). They conducted
the survey data on overnight visitors at Virginia Beach during the summer of 1997. They found
that length of stay was found to be a significant determinant of visitors’ expenditures. Number of
persons in the travel group and number of children did not have a significant impact on total
expenditures. First-time and repeat visitation also was not an influencing factor to determine total
expenditures for this study as well as the trip purpose. Travel distance did not play an important
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role in explaining total expenditures in this study. Model II which included travel-related
variables explained 32.6% of the variation for total expenditures supporting that travel-relate
variables contributed to a better explanation of total expenditures more than socio-demographic
variables alone.
Psychographic variables were incorporated into model III for total expenditures. The
results showed that what respondents value most between stability and excitement had a
significant impact on total expenditures in model III. The other five selected psychographic
variables did not contribute to a better explanation for total expenditures in this model. Model III
incorporated by psychographic variables explained 34.8% of the total variance for total
expenditures implying that psychographic did not contribute to a better explanation for total
expenditures in this study. The relationship between total expenditures and three models is
illustrated in Table 17.
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Table 17: Examination of Model I, II, & III and Total Expenditures

Variables

Socio-Demographic
Genderª
Age
Marital statusª
Number of children
17 years or younger
Total annual
household income
R²
Travel-related
Number of persons
in travel group
Number of adult (s)
Number of children
First-time and repeat
visitation
Length of stay
Trip purposeª
Travel distance

Model II

Model I

Model III

Beta

Sig.

Beta

Sig.

Beta

Sig.

.020
-.039
.036
-.011

.716
.529
.520
.851

.010
-.072
-.008
.018

.821
.171
.862
.758

.005
-.066
-.001
.024

.922
.221
.984
.695

.157

.006**

.149

.002**

.153

.002**

.015

.751

.021

.657

.238
-.060
-.025

.000***
.280
.600

.241
-.079
-.042

.000***
.167
.387

.480
-.009
.071

.000***
.842
.129

.476
-.004
.068

.000***
.928
.157

-.081
.133
.026
-.072
-.010
-.032

.078
.011*
.611
.160
.837
.526

3.1%

R²

32.6%

Psychographic
Travel Personalitiesª
Stability/Excitement
Self/family
Passive/Active
Learning/Dropping out
Traditional/Trying
new things
R²

34.8%

Note: *p < .05, **p <.01, ***p <.001
ª refers to a variable used as a reference group.
Gender: Male = 0, Female = 1; Marital Status: Non-married = 0, Married = 1;
Trip Purpose: Vacation = 1, Get away = 2, Business meeting = 3, Special events = 4,
Visit family and friends = 5; Travel Personalities: Culture Creature = 1, Sight Slicker = 2, Family Guy = 3, All
Arounder = 4, Trail Trekker = 5, History Buff = 6.
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Summary of the Influential Variables
Table 18: Summary of Variables’ Effects on Travel Expenditures
Dependent Variables

Lodging Expenditures

Meals and Restaurants Expenditures

Attractions and Festivals Expenditures

Entertainment Expenditures

Shopping Expenditures

Transportation Expenditures

Total Expenditures

Independent Variables
(Influencing Factors Effecting
Travel Expenditures)

Marital Status
Total annual household income before taxes
Number of persons in travel group
Number of adult(s)
Length of stay
Being passive/being active
Total annual household income before taxes
Number of adult(s)
Length of stay
Total annual household income before taxes
Length of stay
Travel personality traits
Gender
Number of persons in travel group
Number of adult(s)
Stability/excitement
Total annual household income before taxes
Number of adult(s)
Length of stay
Travel distance
Learning/dropping out
Number of persons in travel group
Number of adult(s)
Length of stay
Travel distance
Total annual household income before taxes
Number of adult(s)
Length of stay
Stability/excitement
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Chapter Summary
Multiple Regression Analysis was used to examine whether differences exist between
socio-demographic, travel-related, and psychographic characteristics and the tourism expenditure
variables. Three models were created based on different characteristics. The effects of
independent variables on tourism expenditures were examined.
In model I, socio-demographic (gender, age, marital status, number of children 17 years
of age and under living in the household, and total annual household income were used to predict
the tourism expenditures. Next in model II, travel-related (number of persons in travel group,
number of adult(s), number of children, first-time and repeat visitation, length of stay, trip
purpose, and travel distance) were included to see if improvement was made in the model. Next
in model III, psychographic variables (travel personalities and what they value most when
traveling) were included to test the effects of overall independent variables on tourism
expenditures.
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CHAPTER FIVE: CONCLUSION AND IMPLICATIONS
Chapter 5 discusses the findings which include results and submits conclusions drawn
from the analysis of the data. Next, implications for tourism planning, development, and
marketing are discussed, the contributions of this study are considered and finally
recommendations for further tourism studies focusing on tourism expenditures are provided.

Discussion of the Research Findings
This research study offers another piece in the puzzle of hospitality marketing. Founded
on consumer behavior and based on a mid-west travel survey, this study examined the impacts of
selected socio-demographic, travel-related, and psychographic variables on tourism expenditure
patterns. Multiple Regression Analysis yielded three different sets of results according to three
models. The first model and third model suggested that a few socio-demographic (i.e. total
annual household income before taxes) and psychographic variables (i.e. value most:
stability/self) could explain a variation of tourism expenditure patterns among different
categories of a variable, while model II indicated several (number of adult(s), length of stay,
number of persons in the travel group) travel-related variables were influential in explaining
tourism expenditures.
Multiple regression analysis distinguished eighteen independent variables as significantly
contributing to explaining the variations of tourism expenditure patterns per person per day. The
major findings are summarized as follows:
First, in relation to how much travelers spend on lodging expenditures, marital status,
total annual household income before taxes, number of persons in travel group, number of
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adult(s), length of stay, and being passive/being active were found to be the influencing factors
in explaining lodging expenditures per person per day.
Second, the findings showed that total annual household income before taxes, number of
adult(s), length of stay, and travel personalities influenced how travelers decide to spend on
meals and restaurant expenditures per person per day.
Third, it was found that amount of money spent per person per day on attractions and
festivals expenditures could only be explained by total annual household income and length of
stay.
Fourth, gender, number of persons in travel group, and number of adult(s) and
stability/excitement variable were the important determinants in explaining how much travelers
were willing to spend on entertainment expenditures per person per day while traveling.
Fifth, the findings showed total annual household income before taxes, number of
adult(s), length of stay, travel distance, and learning/dropping out variable were the major
determinants influencing tourist’s shopping expenditures per person per day.
Sixth, transportation expenditures per person per day could be explained by number of
persons in travel group, number of adult(s), length of stay, and travel distance.
Finally, total expenditures per person per day in the trip to Northern Indiana were
successfully explained by total household income before taxes, number of adult(s), length of
stay, and stability and excitement variable.
All in all, three major independent variables found to be the most significant factors to
explain different categories of expenditure patterns were total annual household income before
taxes, length of stay, and number of adult(s). These results supported previous literature that
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socio-demographic variables such as income and travel-related variables such as length of stay
and number of adult(s) were the important variables affecting tourism expenditures. Total annual
household income before taxes was found to be an influential predictor to explain lodging
expenditures, meals and restaurants expenditures, attractions and festivals expenditures,
shopping expenditures and total expenditures. Number of adult(s) was found to be significant for
lodging expenditures, meals and restaurants expenditures, entertainment expenditures, shopping
expenditures, transportation expenditures and total expenditures. Length of stay was a significant
factor to explain lodging expenditures, meals and restaurants expenditures, attractions and
festivals expenditures, shopping expenditures, transportation expenditures and total expenditures.
Though psychograhic variables were found to be significant in certain expenditure patterns, it
was likely to explain reasons behind tourists’ activities while traveling rather than predicting
tourists’ expenditure patterns.
To answer the research question, according to three models tested by Multiple Regression
Analysis, out of eighteen independent variables, three major variables were identified to explain
several tourism expenditure patterns per person per day. Total annual household income before
taxes was identified to explain five tourism expenditure patterns. Number of adult(s) and length
of stay were found to be the influencing factors to determine six out of seven of the tourism
expenditure categories examined in this study.
Several expenditure patterns were examined using simple regression models. First as past
literature has suggested (Dardis et al., (1981), Prais and Houthakker (1971), Fish and Waggle
(1996), Agarwal and Gilbert (1999), Cai, Hong, and Morrision (1995), etc.) socio-demographic
variables were selected to observe their effects on the various types of expenditures. Second, a
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previous study by Hsieh, Lang, and O’Leary (1997) has stated to that travel-related variables
help to explain expenditures more when combined with socio-demographic variables. This was
confirmed in this study by the R² of model I (Socio-demographic variables) was very low in
most expenditure patterns (i.e. 2.5% in lodging expenditures, 4.7% in meals and restaurant
expenditures, 4.9% in attraction and festival expenditures, 5.2% in entertainment expenditures,
2.8% in shopping expenditures, 0.6% in transportation expenditures, and 3.1% in total
expenditures). However, the travel-related variables helped improve the model. Third, when
psychographic variables were incorporated, results were mixed and small increases to R² were
made. This may imply that psychographic variables were not sufficient in predicting travel
expenditures.
Therefore, this supported the findings by Hsieh, Lang, and O’Leary (1997) that travelrelated characteristics often contributed to an explanation of total expenditure more than sociodemographic variables for the foreign travel market. Further, this study found that travel-related
variables played an important role in explaining several tourism expenditure patterns more than
socio-demographic and psychographic variables. Though psychograhic variables were found to
be significant in certain expenditure patterns, it was likely to explain mental desire or reasons
behind travel activities rather than spending behaviors.

Main Contribution of the study
The present study makes a number of important contributions. The results of this study
offered both theoretical and practical contributions of the impacts of socio-demographic, travelrelated, and psychographic variables on tourism expenditure patterns. The first model supplies
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the academic researchers and tourism professionals with valuable information to understand the
impacts of selected socio-demographic variables on tourism expenditure patterns. The second
model provides a better analysis of socio-demographic and selected travel-related variables and
its effects on tourism expenditure patterns. The final model increases an understanding of the
impacts of the three important influencing factors: socio-demographic, travel-related, and
psychographic variables on tourism expenditure patterns. All three models, individually and
collectively, provide a more comprehensive and holistic picture in the search of travel
expenditure predictors and their impacts on tourist’s spending patterns.

Theoretical Contribution
This study contributes to the body of literature in relation to travel expenditure by
examining not only the variables under each of the three constructs identified but also the
impacts of these variables in predicting travel expenditures. The results of the study provided a
more comprehensive and holistic picture in the search of travel expenditure predictors and the
effects of three independent variables. Among the selected socio-demographic, travel-related and
psychographic variables, travel-related variables were found to be the most influential variable
affecting tourism expenditures.
This study confirmed that travel-related variables are the most influential factors
affecting different categories in tourism expenditure. Even though household income was found
to be a significant predictor in several tourism expenditure patterns, it was the only influential
factor in overall selected socio-demographic variables that affected tourism expenditure patterns.
This single indicator did not account for the contribution of socio-demographic variables on
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different tourism expenditure patterns. Number of adult(s) and length of stay, on the other hand,
contributed to a better explanation of several activities in tourism expenditure patterns.
Incorporated with other travel-related items such as number of persons in travel group and travel
distance, travel-related variables were the most influential factors across all expenditure patterns
in this study. Psychographic variables were likely to explain reasons behind travel activities or
types of activities they would take while traveling to certain destinations rather than spending
behaviors.

Practical Contribution
From a practical standpoint, this study may help regional destination markets to better
segment their target market, allocate their marketing dollars more effectively and tailor their
products to compete for tourist’s dollars. It provides information that destination marketers can
apply to aid in their understanding of the tourist consumer. Since consumer dollars and tourism
organizations’ marketing budgets are limited, this study may provide guidelines for tourism
marketers to develop better strategic marketing tools to satisfy and fulfill those tourist’s needs
and understand certain reasons behind their spending patterns.
The strength of this study is that it examines the effects of selected socio-demographic,
travel-related, and psychographic variables in predicting travel expenditures. This study was one
of few to examine the comprehensive impacts of the three major selected variables on tourism
expenditure patterns. The findings of this study suggest some important marketing implications
and challenges both to the academic researchers and industry practitioners.
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First, in terms of tourism spending behavior, it is interesting to note that lodging and
shopping expenditures made up the biggest components of the travel bills to Northern Indiana.
More efforts should be made to find out if Northern Indiana could be developed to be one of the
shopping places to generate more tourists’ dollars to the destination as well as to attract more
shoppers. Second, the length of stay is a key issue for increasing tourist spending. If the
destination marketers find more ways to attract tourists to stay longer, the destination itself might
generate more income to improve its attractiveness to generate more first-time and repeat
visitors. Third, number of persons in the travel group is another key factor in different tourism
expenditure patterns. Therefore, destination marketers may increase the tourist’s receipts by
increasing numbers of travelers such as group tours or package tours.
These findings should help tourism marketers and managers to understand the influential
factors that affect tourist’s budgets while traveling. Understanding different influential factors
can help destination managers and marketers develop target-marketing communication more
effectively. Attracting travelers to stay longer and increasing number of persons in the travel
group are likely to increase tourism expenditures to the destinations. In addition, household
income is one of the most important factors affecting tourism expenditures. Therefore, it is
important for destination marketers to identify which groups of traveler’s income levels they
want to capture or best suitable for destinations. After identifying target market, destination
marketers would be able to tailor their promotional mix according to the target group.
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Limitations of the study
As with any study, the present study has its limitation. First, perhaps the most troubling
limitation is that almost all variables were based on data from self-reported sources. Thus,
common-method bias might have inflated the parameter estimates along the variables. Typically,
this may affect the measurement of attitudes in self-reported surveys, which contain both
dependent and independent variables (Williams, Cote, and Buckley, 1989; Williams and Brown,
1994).
The second limitation is this study is that the validity of data collected, especially on
expenditure data, is a consequence of the respondents understanding of the questions and
willingness to answer them truthfully. Even though the respondent’s profiles were kept
confidentially, invalid data may be collected in any mail survey because the questions might be
easily misunderstood. This also relates to recall biases in traveler spending surveys, as this issue
confronting tourism researchers is how accurately travelers recall their expenditures related to
their travel activity accurately.
Third, with the limitation of secondary data, the purpose of the survey was predominantly
made up to develop a profile of those persons interested in traveling to the Northern Indiana area
and to understand the nature of travel to the Area. Therefore, certain socio-demographic, travelrelated and psychographic profiles of respondents (i.e. ethnic groups, level of education, and
occupations) are needed to better understand the entire aspect of tourism expenditure patterns
and might be insufficient in this study. Conclusions drawn from this study based on regional
tourism information going to Northern Indiana might not be applicable to travelers going to a
different region in United States.
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Finally, this research could not avoid limitations due to the missing values in the
expenditure data. However, the treatment with the mean expenditure for missing values
minimized this deficiency.

Suggestions for future research
Although the research questions of this study were successfully investigated, the results
of this study raise a number of important questions for further investigation. It is anticipated that
the results of this study will serve as an indicator in encouraging future research into the
relationship of other influential variables that might have a significant impact on traveler’s
spending patterns. It is recommended that tourism expenditure patterns be applied to different
regions in the United States so that results can be compared. In addition, to better understand the
impacts of socio-demographic, travel-related, and psychographic variables, other psychographic
variables may deserve further research efforts. Due to the limitation of secondary data, certain
socio-demographic, travel-related, and psychographic variables in this study might be
insufficient. For instance, psychological needs and wants to travel and willingness to spend
money on tourism activities may be interesting to investigate for further study. Attitudes and
perceptions toward destinations and the impacts on spending patterns should also be examined in
future studies.
Moreover, different perspectives on global changes and tourists’ spending behaviors
might be taken into consideration. Due to globalization, social changes might be expected to
increase recreation expenditures in the future. Destination marketers need to employ a marketing
strategy to capture the changing markets. For instance, the change of household or family life
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cycle, rising level of education and increased participation in the labor force by single
individuals might change the way people spend on leisure activities. Knowing the direction of
such changes and attempting to explain the reasons that cause them would allow the tourism
industry to adopt a predictive rather than a reactive attitude (Hsieh, Lang, and O’Leary, 1997).
Moreover, it would be interesting to learn how to capture the future retired travelers including
approximately 80 millions baby boomers who will retire by 2010 since they would have a big
spending power and time to visit different places in the world. Understanding the changing
demographic, social and economic or other relevant characteristics and their relationships with
consumer’s choice of tourism products and services is, and will remain, a challenge, as well as
an opportunity, to the industry’s researchers and marketers (Chon and Whelihan, 1992).

Chapter Summary
This chapter discusses the results of the study and the managerial implications of those
results for tourism planning, development, and marketing as well as theoretical perspectives on
tourism expenditure patterns. The results of this research also provided some explanation for
different activities of tourism expenditure patterns. Three major determinants in tourism
expenditures were identified: total annual household income before taxes, number of adult(s),
and length of stay. Though psychograhic variables were found to be significant in certain travel
expenditure patterns, as past research has suggested it may be more likely to explain the reasons
behind travel activities rather than how much travelers spend on tourism activities.
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APPENDIX: MID-WEST TRAVEL SURVEY
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